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Quality Materials Sold 
From Cash-Carry Shed 


Veteran New England lumber 
dealer will feature kiln-dried lum- 
ber and national-brand products 
in one of first cash yards in that 
area. 


See page 52. 
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THE TRANSIT LUMBER CAR-SAINT 
OR SINNER? 








ALL NEW! 





Nterling 


NO. 1430 


POCKET 
DOOR 
FRAME 


nETOIUT 


UNIVERSAL— same set fits all applications! 
New universal header can be cut to fit any 
standard door opening in seconds with an 
ordinary hand saw. Slotted cutting points in 
header make it quick and easy, assure accu- 
racy. Wood nailing strip for door is also 
marked for cutting. 


Ansbher Stebng Seat! 


ALL PURPOSE 











LESS WORK...GREATER STRENGTH 
New split jambs and studs have top mounting 
brackets, making it possible for you to nail 
them directly to rough header. This saves 
time and gives pocket greater rigidity. New 
pre-attached floor brackets assure precise, 
easy alignment of jambs. 


ONE FRAME FOR 
ALL DOORS 

2’0” to 3’0” wide 

66” to 6’8” high 

1%” to 1%” thick 

UP TO 100 POUNDS 


Simple to adjust even 
after trim is installed 


NEW NO. 755 MICRO-DISC HANGER 
—positively eliminates troublesome adjust- 
ments! Exclusive new disc adjustment en- 
ables you to plumb door with an ordinary 
screwdriver, even after trim is in place. Door 
may be hung in track easily after hangers 
are installed. 


COMPLETE PACKAGED SET NO. 1430 INCLUDES 


All steel universal header with steel track e Two heavy gauge steel 
split jambs with wood nailing strips e Two heavy gauge stee/ 
split studs with wood nailing strips e One pair No. 755 hangers 
with Micro-Disc adjustment. Hangers have twin 1” wheels with 


oiled-for-life bearings e Nylon door guides e Rubber bumper. 


a 
WRITE FOR LITERATURE . Sterling 


See our catalog in Sweet's Architectural & Light Construction Files 
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Here’s enough 
Johns-Manville Adec GZzoHome Insulation 


for the ceiling area of an average-size home 


The four packages of lightweight 
Johns-Manville Fiber Glass insula- 
tion needed to insulate the ceilings of 
an average-size home can be loaded 
into a small car. That’s because the 
compressed packages of J-M Fiber 
Glass insulation take up less than 
30% of the space of ordinary blan- 
ket insulations. 


Your 34-ton truck can haul 
enough J-M Fiber Glass insulation 


for the ceilings of two average-size 
homes and still leave plenty of truck 
room for other building materials. 
Your costs for transportation are 
reduced. 

Compressed packaging of J-M 
Fiber Glass insulation also saves 
warehouse storage space and its 
light weight puts less load on floors. 

In addition to savings in trans- 
portation, handling and storage 


costs, you profit from a fast inven- 
tory turnover. Because of the grow- 
ing demand for J-M Fiber Glass 
home insulation, sales come faster 
and profits are increased. 


For the complete story on Johns- 
Manville Fiber Glass home insula- 
tion, see your J-M Representative 
or write: Johns-Manville, Box 111, 
New York 16, N. Y. In Canada, 
Port Credit, Ontario. 


JOHNS -MANVILLE 


vi 
JOHNS-MANVILLE JM, 
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LINSEED OIL 


used by more 
Painting 
Contractors 


than any other 
Linseed Oil 


Please send me copies of 


: Pol-mer-ik PAINTING POINTERS 
Daniels- without charge. 


Miidiand Check one 
© tam a painting contractor who uses 
Pol-mer-ik Linseed Oil. 
© | am a paint decler who sells 
Pol-mer-ik Linseed Oil. 


"°R Investors Building 
Minneapolis 2, Minnesota 


Name 





Address 
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Forget 7dh + Tr’... 


Pobmerik Painting Pointers 
gives accurate answers, fast! 


Even if you remember the formula, estimating the area of a 
cylindrical tank takes a heap of figuring. That is, it did until 
POL-MER-IK published Painting Pointers. With this unique 
book, you simply flip to Page 24 and there’s a handy table 
with the surfaces of 200 different-sized cylindrical tanks 
already computed. 

Painting Pointers is packed cover-to-cover with quick, easy- 
to-find answers to all your questions on estimating jobs, mix- 
ing colors, time payment, etc. No wonder more than 75,000 
paint contractors and dealers carry this helpful book in their 
pockets while on the job. 

These men also use and recommend POL-MER-IK. Paints 
extended with it level better, have a higher gloss and a tougher, 
longer wearing film. POL-MER-IK is pure linseed oil, specially 
super-treated to strengthen its molecular structure. 

If you use or sell POL-MER-IK LINSEED OIL, the 68- 
page, pocket-sized POL-MER-IK Painting Pointers is yours 
free. Just check and mail the coupon below. 


Pol marih UNSEED OFF 


woes OF PROFESHIONAL PAINTERS 
Cc 


€ 
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WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building, re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 


er. 

As the DSC principle grows, every 
segment of the building industry will 
benefit. There will be more building 
and remodeling; creative selling of qual- 
ity products; stable distribution and 
customer convenience through one-stop 
retail showrooms and stores. 


Most lumber dealers I know are active 
in churches, service organizations, local 
banks and savings and loan associations, 
all of which have the respect of home- 
owners. 

And yet, despite this admirable posi- 
tion, many of us have permitted so- 
called suede shoe door-to-door salesmen 
to take a big cut from our business. 
They get the orders because they hustle. 

In my travels as your NRLDA presi- 
dent, I have seen how dealers very prof- 
itably combat this competition. They do 
it with one-stop remodeling service. 
This means the homeowner goes to only 
one source for materials, financing, ad- 
vice and selection of a contractor. 

The high civic standing of the lumber 
dealer, together with the need for one- 
stop shopping, puts you in an enviable 
position to outsell suede-shoe competi- 
tion and create much new business to 
boot. 

Homeowners are hungry for help in 
modernizing. They want one-stop serv- 
ice. They prefer to buy from a local 
business man who is active in commun- 
ity affairs. Are you capitalizing on these 
advantages? 
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Profits from Non-Retailing 
But you can’t get these profits without being a retailer 
first. Editorial by Gordon J. Lawler. 


Land Control Builds Sales and Profits 
Indiana dealer explains how to buy land, how to use land 
as sales clincher. 


Fort Worth Dealers Show Skill as Home Merchants 
Lumbermen sponsor model homes in spring festival. Semi- 
finished homes packages also merchandised in Texas. 


Readers Sound Off on Imports 
Reaction to A. L. import articles and editorial range from 
“Well done, intelligent’, to ‘Sheer ignorance.” 


Hog Finish House Wins Farm Contest 
Wisconsin lumberyard sold materials for winning entry. 
About 25% of every dollar spent for farm improvement 
goes for lumber and millwork, according to contest tabula- 
tions. 


The Transit Lumber Car—Saint or Sinner? 
Are transits to blame for rail car shortage? Here are two 
views. 


Quality Lumber at Cash and Carry Prices 
New England dealer opens highway cash yard which sells 
only kiln-dried lumber and top brands. 


75 Ways to Help Contractor “Partners” 
Second in a series by Art Hood: ‘‘Dealer-Contractor Team- 
work for Mutual Profit.”’ 





What’s Coming . . . 

Read your June 8 issue of 
A. L. for facts on plastics in 
building products you can 
sell. . . how small city lum- 
ber dealer sparked five sub- 
etait arctan atin divisions and brought con- 
CLASSIFIED ADS page 65 struction prosperity to. his 
ADVERTISING INDEX page 68 town .... how wholesalers 
are fabricating aluminum 
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SALES AIDS page 64 
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Issue No. 3674 


Rectangular Louver 

Ventilators. Most commonly 
installed on gables. Available 

in flush or self-casing designs for 
use with any type of construction. 
Insect screen. Available in sizes 
from 8” x 8” to 24” x 30”. Gal- 
vanized steel or aluminum. 





Roof Louver Ventilators. Installed 
on roofs of any pitch. Removable 
cap, an exclusive Milcor feature, 
simplifies aligning of roof open- 
ing and base collar. Insect screen. 
Free area, 50 square inches. Gal- 


Under-Eaves Louver Ventilators. instalied 
vanized steel or aluminum. 


on the under-side of over-hanging eaves. 
Finned louvers deflect rain and snow, 
without obstructing air circulation. Three 
sizes: 4” x 16”, 6” x 16”, 8” x 16”. Gal- 


Sai Broad line of 
Profit-makers ! 


Milcor Louver Ventilators 
of steel and aluminum 


Foundation Grilles. Provide ventilation for 
craw! spaces or windowless basements. Fit 
opening the size of one concrete block. 


tyne Yor mild. climates mesh” screen Now Milcor has a complete line of 

-- > ~ agealaatiaraica ventilators to meet every job requirement 
— stationary rectangular louvers, 
under-eaves louvers, triangular louvers, 


foundation grilles, and roof louvers. 
Milcor Louver Ventilators build 
good will for you — the Inland name 
stands behind the quality of each 
product. Write for price list today. 


Free area capacity certified 
by Metal Ventilator Institute 


Making good products better 
through constant improvement 


MILCO 


® 


member INLAND STEEL PRODUCTS COMPANY 
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PERSONAL VIEWPOINT 





Profits from non-retailing 


Last month, Montgomery Ward announced a $500 million, five-year 
expansion program. Trying to catch up with Sears, the company will 
build new stores, modernize present stores. But the most significant 
part of the Ward plan is the creation of a new acceptance subsidiary 
to which the chain can sell receivables and which, in turn, will borrow 
from banks. 

Ward’s will undoubtedly make more money, comparatively speaking, 
from its financing subsidiary than from regular retail sales. 

Making extra profit from credit, of course, is not new. Auto deal- 
ers, for example, live on profit from installment selling and to a growing 
degree on the plus profits from insurance sold with the car itself. 

The big news, for instance, on the retail food industry is not the 
design of the store, but the race of food chains to get into the real 
estate business. These firms are beginning to own their own properties, 
instead of leasing them. At least one major chain has become one of 
the nation’s biggest developer of complete shopping centers. 

All of these varied activities can be traced to the steady downward 
trend of profits from retailing in recent years. It is becoming quite 
clear that a dealer must promote services or ideas to make his overall 
retail operation more profitable. 

You might well ask: if credit or other related services are so 
profitable, why don’t these retailers quit the store business and go into 
the financing, insurance or real estate business? 

The answer is that you must be in the retail business to get and 
control the profit from the other services. 

Or, to put it another way, a time payment service, for example, will 
rigidly control the retail sale. It brings customers back again ani 
again to the store. And the earnings for time payment sales will mak: 
each retail sale more profitable. 

Critically viewing all retail fields, it becomes quite obvious that the 
retail lumber dealer has a standout opportunity to make more money 
from non-retailing related to his business. This opportunity applies to 
both consumer and contractor business. A careful check will show that 
almost every dealer’s success today can be traced to some form of 
non-retailing activity, which fattens profits, which bolsters and con- 
trols the sale. 

Smart lumber dealers, for example, are putting money into land 
control, financing, component and prefab manufacturing, home planning 
and remodeling services; they are stressing complete sales packages, 
which include all the above services. 

This magazine is currently spotlighting these new, profitable ideas 
with a continuing series of articles, which are labeled “DSC”’— 
Dealer Sales Control. An example is the dealer story on page 34, 
showing how one retailer gains control and makes extra profit through 
land. 

Dealer Sales Control is probably the most needed, the most funda- 
mental retailer topic for this year and for years to come. The stakes are 
high—it is a fight for substantial control of the building industry. We 
believe the lumber dealer is in an enviable position to get this control; 
indeed he must to stay solvent in these competitive times. 

There are three strong forces buffeting the small and medium- 
sized lumber dealer today. One, is the super-retailer constantly ex- 
panding the range of his selling effectiveness with both outside sales- 
men and advertising. Two, is the cash-and-carry giant who also has a 
50-75 mile marketing range with the strong bait of low prices. The 
third is the aggressive lineyards coming up with hard-hitting, packaged 
merchandising programs for the yard managers. 

Significantly, all three are moving into non-retailing at top speed. 
We find customer services and such things as revolving credit, most 
active with super-retailers. Cash and carry’s are getting into com- 
ponent fabrication, financing their customers. Alert lineyards are buy- 
ing land, offering one-stop service for home building, remodeling and 
farm buildings with planning, financing, labor and materials all wrapped 
up and tied with a neat bow. 

Like the big food chains, these prime competitors of the small 
dependent dealer are finding that price alone is just not enough. They 
are turning to plus services, other activities, which are available or can 
be offered by even the smallest dealer. 

We'll hedge this statement in just one area. Small dealers still are 
not being offered the overall store merchandising package they des- 
perately need. We believe building material wholesalers should perform 
this function for dealer-customers. Jobbers do it in food, drugs, hard- 
ware, furniture, auto supplies, about every other industry. Why not with 
building materials? Gordon J. Lawler 
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Th p rp S a 0 t Every builder and home owner that walks 
into your place of business is a potential 


customer for the Sisalkraft line. This 


profit making line of waterproof rein- 
forced papers is the only one backed by 


national advertising. In addition Sisal- 


a kraft representatives are calling on Arch- 
W itects and Builders — your customers — 
to help increase your sales. Stock, display, 


SELL THE SISALKRAFT LINE. American 


Sisalkraft Corporation, Chicago 6, New 
York 17, San Francisco 5, 


SISALKRAFT PRODUCTS ARE AVAILABLE IN CANADA THROUGH MURRAY-BRANTFORD LIMITED, MONTREAL 
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NEW 
DEVELOPMENTS 


American Lumberman, May 25, 1959 


APRIL HOUSING STARTS SET RECORD for the month. The 137,000 private home 
starts was highest April figure since 1950. The seasonally-adjusted 
annual rate of 1,390,000 homes also set a record. It even topped the 
1955 boom rate. 

The total of 422,200 starts from January through April also broke the 
records. The 4=month showing topped the previous peak of 135,400 homes 
for the like period in 1955. 


HOUSING STARTS THIS YEAR and next will total about 1,285,000 units according 
to Norm Mason, HHFA Administrator. His prediction, made before a con- 
gressional committee, is somewhat less optimistic than the industry 
itself. Private experts talk about 1.3 million to 1.4 million houses this 
year with 1.4 to 1.5 million in 1960. 
Mason also differed with housing specialists on the possibility of a 
tight mortgage market this year in the last six months. He feels the 











supply of funds will be adequate. Savings & Loan officials and others 
believe a relatively tight market for mortgages is a sure thing for fall. 


FHA REPORTS BUILDERS are raising their sights for home building this year. 
On low-priced homes, 51% of the FHA offices said builders had increased 
their building schedules. In moderately-priced brackets, 72% said plans 
were up. In high priced homes, plans were kicked up in 34% of the 


FHA areas. 


DENVER HAS A NEW CAFETERIA type consumer yard, with store hours from 5 p.m. 
to 9 p.m., Saturdays 1 p.m. to 9 p.m. and Sundays 8 a.m. to 5 p.m. 
The Hugh M. Wood Lumber Co. operates the new store, adjacent to its 
regular lumberyard, strictly on a self-service basis with a cashier 
at exit. Full details and pictures will appear in the next issue. 


THE 1951 BUILDING DOLLAR is now worth 39¢, according to F. W. Dodge Corp. 
This means the buyer must put up $2.56 to do the work $1 did before. 
The prewar $7,500 house costs $19,200 today and will probably carry a 
price tag about $750 higher by April, 1960, Dodge comments. 


LUMBER AND SAWMILL WORKERS DEMAND a 303¢ an hour package pay increase covering 
some 70,000 men. Negotiations are underway at Portland. The AFL-CIO 
International Woodworkers of America are asking less——a 25¢ package for 
their 40,000 men in western lumber and plywood. An early compromise 
seems indicated with both unions. 


PLASTIC “SANDWICH PANELS" for housing are out of dream stage. Some 40 homes 
in Detroit area have been built using the Koppers Company's Dylite panels, 
which have cores of polystyrene laminated to either plywood, aluminun, 
hardboards or gypsum board. Building code approval for the labor-saving 
and highly insulated panels has been granted in Detroit. 
Koppers Co. has leased the former Hudson Motor Car Co. plant in Detroit 
to "mass produce" the panels, introduced last year in the NAHB Research 
House in South Bend. They bring curtain wall construction techniques to 


the housing field. 


SHORTS FROM ACROSS THE COUNTRY: At Port Arthur, Tex., air conditioned homes 
with a bath and a half are being offered for $10,500, sales are brisk. 
Garages are making a come back . . . An FHA survey shows that 76% of the 
homes purchased under FHA last year had garages, only 49% in 1950. 
Cleveland has approved plastic pipe from street-to-house water service; 
they become the first large city to amend their codes for plastic pipe. 
Starts jumped from 5.534 to 7.408 in the first five months in Washington, 


D.C., a 54% rise. 














May 25, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 




















“ORO aaa a : - ~ 
Atenas Stitt ee 


“Andersen Windows 
install easily, help sell, 
eliminate maintenance” 


.»». Says John Weber, North Canton, Ohio, builder of quality homes 


‘<’m constructing around 70 homes in the 

$23,000 to $30,000 range in my East Maple 
Heights development,” continues Mr. Weber. “I’m 
using Andersen Windows, double glazings and 
screens in every one. 

“I like their low initial cost, easy installation. 
And maintenance cost is nil. The public is very 
familiar with them, too. They prefer wood windows. 
This helps greatly in selling my homes. 

“Another thing. Andersen Windows are easy to 


clean and operate from inside. And they close 
weathertight. I’ve checked them during cold weather 
and found no infiltration of air at any point.” 

Performance like this helped dealers sell almost 
214 million Andersen Windows last year. It can 
do the same for you. You'll make more profit per 
sale, too. 

Andersen Windows are a profit leader. Their 
precision manufacture assures lifetime trouble-free 
operation; practically eliminates service complaints 
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Easier sales, extra profits! Handsome wood sash and frames of Andersen 
Beauty-Line* and Fiexivent@ Windows above add unmatched natural warmth and 
beauty to your customers’ homes. And builders and homeowners not only know 
Andersen Windows, just about all of them admit they’re the best. You make more 
profit per sale, too. That’s because Andersen Windows deliver extra quality that 
many builders and their customers are willing to pay more for. *Patent Pending 


that can eat into your builders’ profits. And you 
don’t waste valuable selling time trying to prove 
you’ve got a good window. Builders, homeowners i i ers el ) 


—everybody you sell—is familiar with the high 


quality of Andersen Windows. Just about all of m 
them will admit they’re the best. So get com- 
plete facts by phoning your Andersen Distribu- d i 0 Ww ad S 


TRADEMARK OF ANDERSEN CORPORATION 


tor, or write to Andersen Corporation, Bayport, 


Minnesota. Andersen Windows are sold through ANDERGEN CORPORATION, 
dealers only throughout the U.S. and Canada. BAYPORT, MINNESOTA 
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Trust your AIM*...Moser Lumber Co. did... 
Acme Steel Strapping speeds lumber handling 


Acme Idea Man, 
Bill Saari helps 
mony companies 
to better, faster 
packaging and 
product handling. 
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MOSER LUMBER COMPANY, NAPERVILLE, ILLINOIS, with the help of 
an Acme Steel Strapping Idea, has achieved a much faster way to deliver 
lumber to local home builders. (Idea No. U5-4) 

Strapped lumber packages are loaded by lift truck in a matter of 
minutes at the yard, and unloaded at the building site in 5 minutes 

with the use of roll-off trucks. Formerly all this was done by hand. 
Heavy-duty Acme Steel Strapping allows larger truck loads and keeps 
lumber secure and protected during transit and after unloading. 

Now each truck makes double the number of trips per 

working day. Another example of time and manpower being used to 
the best advantage through the application of Acme Ideas. 

*Trust your Acme idea Man. His experience qualifies him to discuss 
your packing and shipping problems. Write Dept. ABU-59, Acme Steel 
Products Division, Acme Steel Company, Chicago 27, Illinois. 

In Canada, Acme Steel Company of Canada, Limited, 

743 Warden Avenue, Toronto 13, Ontario. 


aut STEEL STRAPPING 
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...and silver 
is a dealer’s 





best friend 








SILVER 
CUSHIONTONE 


$125,000 diamond collection 
designed by 
Baumgold Brothers, N. Y. 
























an exciting new ceiling 

by Armstrong... 

the popular design of 

Classic Cushiontone 

delicately inlaid with tiny flecks 
of silver-colored metal... 
luxurious ... fashionable... 
refined ... profitable... 

your Armstrong Representative 
will show it to you soon 


... If you can't wait, call him. 





See Silver Cushiontone mf 


on Armstrong Circle Theatre: 
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Mills Must Help Dealers Sell 
Lumber, NLMA Head Says 


President of manufacturer group cites influx of non-wood mate- 
rials sold by lumberyards; proposes 10-year sales plan to get 


back lost markets. 


One of the first public admissions 
from lumber producers that they are 
losing their front-line salesmen, the 
retail dealers, was made last month 
at the Southern Pine Association meet- 
ing in New Orleans. 

Robert M. Ingram, president of the 
National Lumber Manufacturers Asso- 
ciation, reminded the pine people that 
it “used to be that we could ship our 
lumber to some destination point and 
let it go at that. Lumber was sold (or 
bought) because people had little else 
from which to choose.” 

“Today,” he said, “the big differ- 
ence is that wood has lots of compe- 
tition—hard-hitting, dynamic compe- 
tition from other materials whose 
manufacturers are advertising, mer- 
chandising and promoting at every 
opportunity, in every way, around the 
clock, Sundays and holidays included. 

“Is it any wonder that the average 
retail lumber dealer derives only 
about a third of his income from the 
sale of lumber?” 

The retailer didn’t just happen to 
fali into this lopsided sales pattern, 
Ingram pointed out. And the dealer 
didn’t go about beating the bushes, 
pounding on doors, drumming up 
these other materials to sell. 

“The manufacturers of competitive 
materials came to him. They came to 
him with more than just the materials 
they make. They brought a complete 
merchandising plan. They offered to 
help train the dealer’s sales force, to 
provide pamphlets and fliers for pros- 
pective customers, to cooperate in local 
advertising and to back up this co- 
ordinated program with national ad- 
vertising.” 

Help the dealer. The NLMA chief 
thought that the lumber industry could 
not match dollar-for-dollar or pro- 
gram-for-program the activities of 
competitive producers. He cited the 
competitor who is spending $300 mil- 
lion this year on research, develop- 
ment, advertising and sales. 

“But certainly,” Ingram said, “we've 
got to recognize—and at the same 
time act upon the fact—that the job 
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of selling lumber isn’t solely the re- 
sponsibility of the retail dealer. 

“If we were to develop what the 
planners call a ‘flow chart’, to show 
the channels through which lumber 
passes from mill to consumer, chances 
are we’d put ourselves, the manufac- 
turers, at the very top of the design. 

“This would make us appear to be 
the most important part of the ar- 
rangement. The only trouble is the 
chart would be all wrong. 

“The consumer—whether you con- 
sider him to be the builder, the home 
buyer, the home remodeler or the 
do-it-yourselfer—is actually the most 
important part of this or any flow 
chart. At the very base of the chart 
we come to the manufacturer. 

“We could never get our products 
to the ultimate consumers without a 
lot of help from others. And these 


other people certainly expect—and 
have a right to expect—more than 
casual encouragement from the lum- 
ber manufacturers.” 

Ingram went on to say that one of 
the complaints from dealers is that 
so much lumber is shipped without 
grade markings. 

“Until many more mills adopt 
grade marking, we will continue to 
find the wrong lumber used for the 
wrong job, undermining confidence in 
all wood items and working to the 
detriment of all responsible produc- 
ers,” Ingram said. 

10-year plan. To stop the inroads of 
metals and plastics into traditional 
wood markets, Ingram proposed a 
10-year research and sales plan which 
wil! spell out where the lumber man- 
ufacturing industry hopes to go and 
how it will get there. 

“First off,” he said, “we will have 
to junk our present concepts. We 
must realize that to depend on price 
alone is the most dangerous way of 
selling.” 

Ingram proposed that individual 
mills, working together with regional 
associations and the NLMA, strength- 
en and expand distribution channels 
and develop a closer relationship with 
retail dealers. 





Paint Sales Training 


The first section of “Hidden Pow- 
er”, called the sales training bible of 
the paint industry, is now available 
from the National Paint, Varnish and 
Lacquer Association, 1500 Rhode Is- 
land Ave., N. W., Washington, D. C. 
Cost is $3. 

Devoted to “trade sales”, the first 
section is published in loose leaf form 
to permit inclusion of future related 
material. 

Seven chapters touch on such sub- 
jects as “Tips on In-Store Selling”; 
“How to Handle Complaints”; “Esti- 
mating vs. Guessimating” and “Credit 
As a Sales Builder.” 

Four appendixes provide an under- 
standing of paints, paint products and 
paint problems. 

Other sections of Hidden Power 
will be on color merchandising and 
chemical coatings. 

A teacher’s guide is also available 
from HPVLA as.an aid to instructors 
of adult groups in the distributive edu- 
cation field. The guide sells for 50¢. 


Aid Available 


MENACE OF 
ae DISTURE 
z 


TRAINING AIDS for dealers and dealer 
clerks include sales information as well 
as paint product data. 
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UNITIZED SHIPMENT as it appeared upon arrival at Ginter-Wardein Lumber Co., 


Alton, Ill., from Emmett, Idaho. 


“Perfect Car” of Fir Unloaded in 
One Hour by Two Men and Lift 


Joseph Wardein, Alton, Ill., cli- 
maxed a lifetime of working for unit- 
package lumber shipments last month 
by receiving a “perfectly loaded” 
unitized box car of K.D. Fir 2x4s and 
2x6s, pictured above. 

Every bundle was in perfect con- 
dition. Two men and a 12,000-lb. ca- 
pacity lift truck unloaded the car in 
one hour. 

“The pressure sticks and the Acme 
straps were all properly placed and 
the bottom units were firmly bulk- 
headed, thus insuring safe delivery 
without any coring or interlacing,” 
Wardein reported. 

“It is a pleasure to congratulate the 
Boise-Payette Lumber Co., Emmett, 
Idaho, as this shipment proved be- 
yond a doubt that proper loading, es- 
pecially as to minor details, makes 
perfect delivery possible. The ship- 
ment contained 32,659 feet of Fir.” 

The perfect load arrived as a fit- 
ting tribute to Wardein, who has been 
a leader in development of unit ship- 
ments to the retailer. The car was un- 
loaded just as Wardein announced his 
retirement. The Ginter-Wardein Lum- 
ber Co. is now operated by the Great 
Central Lumber Co. 

“It has always been a dream of 
mine, during the 47 years I have 
spent in the lumber business, to change 
the piece-by-piece handling of mate- 
rial to a modernized system. I now 
bow out with a feeling of pardonable 
pride in the fact that along with my 
co-workers, we have not failed in that 
accomplishment,” Wardein said. 

The Alton dealer received his first 


unit-loaded shipment in March, 1955 
from W. T. Smith Lumber Co., Chap- 
man, Ala. He served on the NRLDA 
materials handling committee and di- 
rected the materials handling demon- 
strations and exhibits at the 1956 
NRLDA Exposition in Chicago. 


Moore Is No. 2 Man 
To Resign La. Post 

Donald L. Moore, who was slated 
to succeed R. Needham Ball as execu- 
tive vice-president of the Louisiana 
Building Material Dealers’ Associa- 
tion, resigned recently after serving as 
field secretary of the association for 
four months. 

Moore was editor and manager of 
Southern Building Supplies magazine, 
Atlanta, Ga., for 12 years. 

Vincent Ogletree, Moore’s pred- 
ecessor with the Louisiana association, 
also resigned after a short term. Ogle- 
tree, formerly on the staff of the Lum- 
bermen’s Association of Texas is now 
with the Southwestern Lumbermen’s 
Association. 


Dealer Urges Manufacturers 
To Join Brand Foundation 

Manufacturers of building materi- 
als should help make the public aware 
of quality, says A. G. Bonforte, vice- 
president of Building Materials Center, 
Pueblo, Colo., and Brand Name Re- 
tailer of the Year. 

The way to help is to join the 
Brand Names Foundation, Bonforte 
said. He said he was greatly disap- 
pointed that only a few building ma- 
terial producers are members of the 
Foundation. 

“We have earned great success 
here at Building Material Center in 
promoting and selling top quality ma- 
terials. But we are constantly fighting 
low quality, cut-rate materials from 
unreliable, fly-by-night suppliers,” said 
Bonforte. “Manufacturers should join 
the Brand Names Foundation to help 
sell quality to builders and the public.” 





Teamster’'s Dues Shame Those Paid 
By Lumber Dealers, Says Blackstock 


more than ever before. We 
must bring in some of the unethical 


Teamster union members pay more 
dues to their locals than lumber deal- 
ers to their National association, 
NRLDA president Herbert W. Black- 
stock tells convention sessions. 

“I don’t want us to be like them,” 
he told the Texas Lumbermen’s As- 
sociation convention, “but if we’re go- 
ing to put out a program someone 
has to pay for it. Services offered by 
the National are worth more money 
than we pay for them. We'll find out 
some day that we’ve got to put out 
more money.” 

“People ask me, ‘What can the Na- 
tional do for Texas?” I reply, ‘What 
can Texas do for the National?’ and 
I don’t mean just Texas. The NRLDA 
coordinates the problems of our in- 
dustry. It clears up a lot of problems 
that the state associations can’t han- 
dle. 

“The National is the watchdog for 
us on legislation. It gives us a chance 
to fight back. We represent over 50% 
of the ethical, financially responsible 
dealers of America, but members 
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count 
dealers and train them.” 

Product ignorance and lack of sales 
training and initiative, Blackstock add- 
ed, is losing a lot of business for deal- 
ers at the point of sale. 

“We don’t know enough about the 
product we're selling,” he declared. 
“A lot of the unethical boys are better 
salesmen than we are.” 

Touching on distribution problems, 
Blackstock said every dealer has the 
right to request the sales policy of 
manufacturers and wholesalers. In re- 
turn, these distribution factors have 
the right to ask the dealers’ sales policy. 

“Most wholesalers want to cooper- 
ate in solving the distribution prob- 
lem and manufacturers are getting 
better all the time,” according to 
Blackstock. 

“If we stick together and spend a 
little money,” he concluded, “we can 
be the greatest fighting industry in the 
land.” 
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New Self-Service Lumbe Supermart 
Opened This Month in Houston 


Texas’ newest building materials 
store, a 16,000 square foot self-serv- 
ice supermarket, opened early this 
month in Houston with a three-day 
celebration. 

The Taylor Lumberteria is an in- 
tegrated store and warehouse of red- 
wood, brick and glass. Hardboard, 
lumber and plywood are priced and 
displayed in 6’ lengths in bins on the 
main sales floor. 

“We have taken lumber out of the 
yard and put it in the display room,” 
said Roger G. Taylor, general man- 
ager. 

The home supply center was de- 
signed to serve the housewife, handy- 
man and contractor. Four lines of 


kitchen cabinets are displayed. Be- 
sides serving the do-it-yourself cus- 
tomer, the firm offers a complete re- 
modeling service. 

Major departments include pre- 
cut lumber, general building materi- 
als; paints, wallpaper, lighting fix- 
tures, hardware, kitchens, plywood, 
plumbing; floor tile, garden supplies, 
unfinished furniture. 

Located on a heavily-traveled high- 
way, the new store offers plenty of 
free parking area. Store hours are 
9 to 6 daily except Thursday, 9 to 
3 

E. W. Taylor is president of the 
52-year-old firm, which is managed 
by his son, Roger. 


Weekend Products Show Pulls 
2,800 Prospects for Dealer 


When the doors of Kelsey & Free- 
man Lumber Co., Toledo, Ohio, 
opened at 9 a.m. on a recent Satur- 
day for a two-day Products Show, 
125 people were standing in line 
waiting to get in. 

By Sunday afternoon, 2,800 peo- 
ple had visited the exposition and the 
firm had written up more than $2,- 
000 in orders in addition to securing a 
prospect list and 125 new job leads. 

Sixteen manufacturers’ representa- 
tives were kept busy putting on prod- 
uct demonstrations for the overflow 
crowds. Distributor Clinton Mauk 
stated several thousands of feet of 
Cromar oak flooring would be pur- 
chased as a result of his exhibit. One 
customer was a local hospital, which 
plans to install 6,000 to 8,000 feet of 
the flooring in three of its large sit- 
ting rooms. 

As a result of the show, Kelsey & 
Freeman obtained 10 orders for Arm- 
strong ceiling tile, each order rang- 
ing from $60 to $75. It sold materi- 
als for finisning an attic, remodeling 
a kitchen ana installing a breakfast 
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nook. One customer asked the firm 
to show him plans for building a new 
home; another customer asked for 
help in finishing a basement recrea- 
tion room. 

“Our yard’s 60-car parking lot was 
bulging and the streets in and around 
the yard were lined with cars both 
days,” says J. Walter DeBrock, sales 
manager, Kelsey & Freeman. 

Ad program pays off. The firm 
spent about $500 for newspaper ads, 
direct mail and for radio and TV 
spot commercials a week before the 
exposition to advertise it. The adver- 
tising program covered a radius of 
75 miles. Its effectiveness was evident 
by the numerous customers from far 
corners who visited the yard during 
Saturday and Sunday and who signed 
for the free door prizes offered. Door 
prizes included an electric frying pan, 
clock-radio, bathroom exhaust fan 
and accessories, combination alumi- 
num door and 100 square feet of pre- 
finished paneling. 

“Besides bringing prospects into 
our yard, the show served to identify 


our firm with the full line ot building 
products which we sell,” says De- 
Brock. 

“But, best of all, the people who 
came were actually in need of ma- 
terials for remodeling, information 
and advice.” DeBrock plans to make 
the exposition an annual event. 


Nix on Cash-Carry 


John Knecht, well-known retail and 
wholesale lumberman in Rapid City, 
S. D., recently inspected nine differ- 
ent cash-and-carry yards. His verdict 
is that they won’t work as well as the 
service yard. 

“Over my period of 50 years in the 
business, we have just learned in the 
last few years that the building ma- 
terial business needs a lot of service 
to satisfy and educate the buyer. 
Every cash-and-carry I visited was 
entirely based upon cut-priced ideas 
and not on the principle of service to 
the customer. There are too few peo- 
ple in these yards to give anybody 
any building service ideas.” 

Knecht said that from his lifelong 
experience, he has learned that people 
know less about the use of building 
materials and how to handle them 
than any other type of merchandise. 


Obituaries 

Ray William Frank, 81, prominent 
Salt Lake City, Utah, lumberman, 
died recently of a cerebral thrombo- 
sis. He was president and founder of 
the Rio Grande Lumber Co. and had 
organized the R. W. Frank & Co. 
wholesale building materials firm with 
a branch in Pocatello, Ida. 


Hawley W. Wilbur, 76, president, 
Wilbur Lumber Co., West Allis, Wis., 
died recently. Well-known in the in- 
dustry, he headed the firm founded 
84 years ago by his father, the late 
George H. Wilbur. He was a former 
president of the Wisconsin Retail 
Lumbermen’s Assn. and had served 
as mayor of Waukesha, where he 
lived. 
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INSPECTS FLOWERS, BUYS MATERIALS— 
The lure of a flower garden builds sales 
for Taylor Lumber, Sturgeon Bay, Wis. 
‘Women just can’t resist getting out of 
their cars to inspect the blooms. Mean- 
while, the men walk around, see our 
displays,’’ said Norman Taylor. The yard 
sold over 350 trellis items last year, typi- 
cal impulse sale to the flower lovers. 
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The WING ESCUTCHEON with 
No. 502 Crown Royal Entrance Lock 
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HALF ROUND ESCUTCHEONS + 
with No. 500 Crown Royal Entrance Lock 
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“Here's a book 
I think you 
should have.” 


“It is 99 Ways to Sell at a Profit 
Against Cut-Price Competition, in- 
cluding What to Answer When the 
Buyer Says ‘Your Price is Too High’.” 


50« 
99 Ways To Sell At A Profit 


Against Cut-Price Competition 


Tells you how to set up a profitable 
price structure to start with; how to 
quote price; how to get the facts with 
which to sell him from a buyer; how 
to sell quality over price; what to do 
about competition and the recipe for 
profit and how to use it. 


Also, tested selling sentences to con- 
vince buyers that your price is the 
right price; tested selling sentences 
that sell quality and value and tested 
selling sentences for when the compe- 
tition really gets tough. 


Prices: one copy 50 cents; 2 to 5 
copies 45 cents; 6 to 10—40 cents; 11 
to 50—35 cents; 51 to 100 copies 30 
cents each. 


To order simply fill out the coupon 
below and send it, together with your 
check or money order, today. Do it now 
while you are thinking about it! 
a ee 
AMERICAN LUMBERMAN 
59 East Monroe Street 
Chicago 3, Illinois 


Send me copies of ‘99 Ways 
to Sell at a Profit Against Cut-Price 
Competition."' Money to cover is en- 


closed, 


Company. 
Street 
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CEILING CLEAR- 
ANCE of warehouse 
is 16 feet from floor 
to bottom of beams, 
made possible by 
6” x 30” laminated 
wood beams, 
spaced 18’ apart in 
support of roof. 
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EXTENSIVE USE OF OVERHEAD DOORS is key to efficient storage operation. 


Easy-Access Millwork Warehouse 


The 64-year-old lumber distribution 
firm of Morrison-Merrill, Denver, 
acting as wholesale division of Boise- 
Cascade Corp., with headquarters in 
Salt Lake City, recently purchased the 
Material Supply Co. in Denver for 
$400,000. 

A $130,000 warehouse addition 
was made as pictured, which includes 
a millwork shop for window assem- 
bly. 

The 30,264 square-foot warehouse 
is the second largest of the Boise-Cas- 
cade units between Oregon and Colo- 
rado, said Les Smith, manager. 

Plywood, sheet materials, insula- 
tion and hardware items are stored in 
the old warehouse, not shown in the 
sketch. 

An open-sided 70’x78’ covered 
loading dock is the connecting link 


between the old and new portions of 
the warehouse. 

Plans are ready to construct lum- 
ber trees in the open area now con- 
fined to pipe, fence and allied items. 

Two 4,000-Ilb. capacity and one 
18,000-Ib. capacity fork lift trucks 
were used in the setup. The yard has 
four trucks, including two leased 
semis for deliveries outside the me- 
tropolitan area. 

Les Smith launched the Material 
Supply Co. in 1952. His first quar- 
ters were in an abandoned 5,000 sq. 
ft. garage. Today, only seven years 
later, Smith heads the distribution 
unit which serves Colorado, northern 
New Mexico, southeastern Wyoming, 
western Nebraska and the western 
fringe of Kansas. 





Po el 


NEW ADDITION is seen in foreground. Open dock connects addition with old ware- 
house. Lumber trees for outdoor storage will be built in open area. 
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Wood Conversion Co. Affirms Its 


Jobber-Dealer Sales Policy 


In an open letter last month, a ma- 
jor insulation manufacturer assured 
its dealers and wholesalers that there 
will be no changes in its present dis- 
tribution policy. 

Wood Conversion Co., St. Paul, 
Minn., stated that Balsam-Wool blank- 
et insulation has been sold exclusively 
through wholesalers to lumberyards 
since 1922, 

“We are not changing this method. 
We do not contemplate changing it 
either by eliminating the wholesaler or 
by selling retail cutlets other than the 
lumber dealer,” wrote J. D. Fischer, 
sales manager for building products. 

The company believes that the lum- 
beryard is its natural outlet and that 
distribution through wholesalers saves 
time, effort and money. 

Fischer gave the following reasons 
for Wood Conversion’s policy of 
wholesaler distribution: 
¢ The wholesaler provides fast serv- 
ice to dealers. 

* His stocks include a variety of 
products and specialties for “one-stop” 
service. 

* He enables the dealer to serve cus- 
tomers with smaller inventories. 

* He provides quick, local credit. 

¢ He serves only the retail dealer. 

¢ He helps dealers keep stocks bal- 
anced. 

* He helps the manufacturer in prod- 
uct design, market development and 
in other ways—in the best interest of 
the retail lumberyard. 





Dealer Suggests Probe 
Of Manufacturers 


Robert J. Lloyd of Lloyd Lum- 
ber Co., Mankato, Minn., has been 
faithfully filling out survey ques- 
tionnaires from A.L. and other 
firms. He’s not complaining about 
answering questions concerning his 
business; but he thinks somebody 
should make his suppliers answer a 
few questions, too. 

Lloyd suggested to the editors 
that manufacturers should be asked 
for a definite statement and posi- 
tion on distribution methods. He 
specifically mentioned insulation 
board manufacturers. 

The producers should answer 
questions like these, says Lloyd: 


* Do you sell direct to contractors? 

¢ Do you have a one-price policy? 

* Do you actively solicit contractor 
business through jobbers? 


“I think you would uncover some 
information that would be vitally 
important to the industry, from the 
retailer’s standpoint,” said Lloyd. 





Hoo-Hoos To Name Queen 
To Be Crowned in Duluth 


Mrs. International Hoo-Hoo will be 
selected at the annual Hoo-Hoo con- 
vention to be held at Duluth, Minn., 
September 13-16. 

“Every time you look at a paper you 
read about a Miss This or That con- 
test,” commented Robert Stephany, 





Duluth lumberman who heads the 
convention committee. 

“Why not pay homage to the girl 
who makes an association such as Hoo- 
Hoo successful—the wife of a Hoo- 
Hoo member? Let’s select a Mrs. Hoo- 
Hoo to reign over our convention and 
by this token show our wives are our 
most treasured possession.” 

Stephany said each of Hoo-Hoo’s 
nine regions will select its candidate. 

Mrs. International Hoo-Hoo will be 
elected after a convention campaign, 
Stephany said. The winner will be an- 
nounced at the convention banquet 
and dance. 

Another program highlight is Mys- 
tery Day, which will include a free 
bus tour for Hoo-Hoos and their wives. 
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Do you know these five 
money-making (money-saving) facts ? 


For exterior wall-finish: 


Homasote offers 3 products that 
increase the builder’s profit by 
$54 to $276 on every 1200 sq. ft. 
of exterior wall surface. 


Make us prove this: Get one of 
your builders to send us one of 
his best-seller house plans. We 
will send him—through you—the 
exact cost in your area, for using 
each of these three products on 
that particular house. (No obli- 
gation whatever is involved.) 
His plan will be kept confidential 
and returned through you. 


For facia board and 
rake moldings: 
54” Homasote does an excellent 


FOR PROOF OF ALL THE ABOVE: 
Ask your Homasote Distributor or Representative, 
or write direct to Department E-48. 


HOMASOTE COMPANY 


TRENTON 3, NEW JERSEY 


Circle No. 10 on Handy Cover Card 


job at considerably lower cost 
than finished wood moldings. 


For all closet floors: 

5” Homasote is a real money- 
saver and a safeguard against 
mildew. 


For roofs: 

Roofs sheathed with weather- 
proof Homasote save the home- 
owner from first to last cost. 


For new sales volume: 


Friendly Walls—of Homasote— 
will get you a volume of business 
you have never dreamed possible. 
Home-owners get healthful, rest- 
ful living conditions that make 
them your boosters for life. 
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Masonite helps: 


with continuous merchandising and + 


How many different ways have 
you tried to sell Masonite® panel 
products? While Masonite is con- 
tinually developing new hard- 
board products, at the same time 
it is constantly pre-selling their 
quality and creating new markets 
for you to sell. Here are some ex- 
citing new promotion plans you 
can use to gain more sales at great- 
er profit. Use them now! 








NOW...display the amazing 
Panelok Wall System 


in your showroom! 


Here is a striking display of the 
Panelok wall in four beautiful fac- 
tory wood-grained colors that add 
rich warmth to homes, stores, 
offices. Display this remarkable 
wall right in your showroom with 
an exciting 7’ x 4’ living display 
which quickly demonstrates how 
the Adjust-A-Bilt * accessories can 
be arranged. This dramatic Pan- 
elok display — witha complete pro- 
motion kit of ad mats, brochures, 
signs—is yours FREE with a 
modest minimum order of panels 
and accessories. And once you sell 
Panelok, you’re assured of built- 
in future sales of the profitable line 
of accessories! 

*Reg. T.M. U.S. Pat. Off. by L.A. Darling Co. 
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you sell 


advertising to move stocks! 
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Plus Hundreds of Other Selling 
Aids for You! 


For your local advertising Masonite makes avail- 
able a complete line of ad mats, TV spots and radio 
scripts, and full-color, live-action theater films— 
all designed to build more buyers for you. Almost 
too numerous to mention are the many types of —" 

literature, signs and counter cards, actual product x HOMI . 


samples and displays, free remodeling plans for MLE. mid > 
i da louse 

_ 
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your customers, and many, many others. Your ¥ i 



















JOURNAL 


* | gt bamebeildios 













Masonite man has the facts. 







Building f= 
Products 






National Advertising—Bigger Than 
Ever and Reaching Millions! 


The “‘sellingest”’ advertising in the industry helps 
pave the way for you. This year millions will read 
about the many new Masonite products in leading 
national magazines—including powerful LIFE! 
Builders, architects and other important trade fac- 
tors will read about Masonite panel products in 
their own trade publications. The new-home mar- 
ket, remodeling market, commercial and industrial 
markets are all being sold on the quality, newness 
and versatility inherent in Masonite panel prod- 
ucts. And they’re being told that you have them! 

All the while, Masonite’s enormous volume of 
publicity is impressing readers everywhere. The 
already renowned ‘“‘Showcase of Famous Brands” 
model home promotion, participation in the 
NAHB-Masonite Research House at Knoxville, 
and active support for HIC and NRLDA—all have 
helped make Masonite a brand name to be proud of. 

Ask your Masonite man about the free promotion 
materials or mail the coupon. 


MASONITE 4% 


CORPORATION 































Masonite Corporation 

Dept. AL-525, Box 777, Chicago 90, Ill. 

Have representative call with following information: 

(check) © Panelok Display [ Ad Mats () Theater Films 
D Literature, Samples () Radio-TV () Remodeling Plans 
























Name. 


Firm Name 







Address 





City 









Zone County 


®Masonite Corporation—manufacturer of quality panel products. 
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Distributors Announced 

* Reynolds Metals Co., Richmond, 
Va., has announced appointment of 
Dealers Building Materials Co. of Qal- 
las and Fort Worth as its distributor 


t h t? | SG T 7 in North Texas for its new Reynolds 
e = 5 Cc oO oO r Ss Lifetime aluminum roof shingles. 


* Meckelberg Sash & Door Co., Mil- 





: waukee, has announced the adoption 
Fr kK of the complete line of DeVac Bilt- 
m e In aluminum millwork products pro- 
duced by DeVac, Inc., Minneapolis. 
Meckelberg, a wholesale millwork 


manufacturer serving southern Wis. 
i and northern Ill., will market the 
new line of storm windows and com- 
e bination doors under the DeVac label 


through its jobbing div. 


If you want to show a nice extra 
profit this year take 30 seconds to | Wanted by FBI 


read this— - Richard Earl 
¢ a major oil company adopted new | Travers reported- 
modern colors for its stations—sales | ly is adept as a 
up 50% salesman in the 


e a telephone company color mod- —— field, He has 


ernized some booths—calls up 600% | been sought by the 


. FBI since he was 
So that you too can realize a indicted by a Fed- 


similar increase in your roofing | oral Grand Jury 
sales, we retained the services of | on Oct. 10, 1956, 
Miss Beatrice West, nationally | for having made 
known color consultant. false statements on a FHA Title | 

: rae: : credit application. Travers also was in- 
Certain-teed’s line of just | Gicted on Nov. 30, 1956, by a Federal 
ten roofing colors were Grand Jury at Tampa, Fla., which 
selected by Miss West after | charged him with transporting in in- 
thorough research as the | terstate commerce falsely made and 


: forged securities. 
fastest selling, — popular Travers, whose real name is Louis 
; roofing colors in America. | Nebot, also uses the aliases of Arthur 
With Certain-teed Roofing you | E. Allen, George C. Craft, J. P. Harris, 
can be certain of having the right | A. C. Jones, Carl Reed, Arthur 


‘ ] Loy Sloan, Richard Thomas and A. Tay- 
Free for your builder cus- colors for EXTRA sales—PLUS lor. He is 5’912” tall and weighs be- 


tomers .. . a complete sales . a soning ann of Seigeae tween 150-180 pounds. He has a 3” 
r . ° sales aids to help you sell. scar on the right side of his forehead. 
kit and details on Certain- Ask your Certain-teed representa- | He reportedly is mentally unbalanced 


teed’s ‘‘Color-Tuned ’ . “ ” and a narcotic addict. Extreme cau- 
tive about the new “Color Tuned tion should be used in the event he 


Roofing Systems program. Roofing Systems Program — | contacts you. If you have any in- 
Everything you need to You'll be glad you did. formation about him, please notify 
build sal ae FBI director J. Edgar Hoover, 

wa sales NOW: Washington, D. C., or the nearest FBI 
office. 





Travers 








Certain-leed” 


Certain-teed 


BUILDING PRODUCT 
Superior Products Creative Research 
POWwWZa WEST COAST DISPLAY CENTER recently 


opened by Reflector Hardware Corp. at 
Certain-teed Products Corporation 851 S. Los Angeles St., Los Angeles. Re- 
tailers are invited to visit the center to 
Ardmore, Pennsylvania learn proper fixture merchandising. RHC 
offers 48-hour delivery of fixture hard- 


Plants and offices throughout the United States. ; : 
ware to dealers in the region. 
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Wage Boost Ends Strike Against 
Greater Philadelphia Lumberyards 


Wage boosts of 15¢ per hour now 
and another 15¢ increase next May 
1 ended a five-day strike of 1,000 
lumber mill and lumberyard workers 
in the Greater Philadelphia area ear- 
lier this month. Some 125 yards and 
shops were invoived. 

The new rate brings the pay scale 
to $2.80 per hour. Robert H. Gray, 
secretary-treasurer of the Metropoli- 
tan District Council, United Brother- 
hood of Carpenters, AFL-CIO, said 


Alaskan Building Costs Are 
25%-50% Above Seattle's 


It’s more than 1,000 miles from 
Ketchikan to Nome. That’s the reason 
that construction costs in Alaska will 
range 25%-50% above Seattle’s. 

These estimates come from Ernest 
Gruening, U.S. senator from the new 
state, in response to an inquiry from 
a Texas lumber dealer sent to Ameri- 
can Lumberman. 

Gruening said that although land is 
available for acquisition from the fed- 
eral government in the state, all suita- 
ble developmental property around 


the new contract which expires April 
30, 1961 raises the pay of appren- 
tices from 334% of a journeymen’s 
scale to 50%. 

Two employer organizations, the 
Quaker City Lumber Products Asso- 
ciation and the Mill Owners Associ- 
ation, had offered the union a 10¢ 
raise this year, the same next year 
and 10¢ toward a health and welfare 
plan next year. 


the towns and cities has long since 
passed to private hands. 

Most of the commercial banks in 
Alaska loan money on FHA-insured 
mortgages. Interest rates on mort- 
gages run from 6% to 8%, accord- 
ing to Anchorage realtor Robert A. 
Dow. Since the ‘“medium-priced” 
house is in the $25,000 to $34,000 
bracket, most of the mortgages are 
considerably larger than in the oth- 
er states. 

Because of high costs, including la- 
bor rates, the average value of new 
homes in 1957 was $27,492, com- 
pared with the national U.S. average 


of $14,464. The monthly housing ex- 
pense runs $245.91 compared to 
$116.70 in the nation as a whole. 


Lumber Dealer Prefaber 
To Double Production 
The Coral Home division of Even- 
dale (Ohio) Lumber Co. has moved 
to double its three-a-day output of 
custom prefabed homes by purchas- 
ing a new factory site of 40 acres. 
Said to be the largest prefab com- 
pany in the Cincinnati area, Evendale 
Lumber’s operation was featured in 
the November 24, 1958 issue of 
American Lumberman. 


TESTS FOR CALKING GLAZING— 
Three testing centers such as the one 
above are now in use by Dicks-Arm- 
strong-Pontius, Inc., makers of DAP 
caulking, glazing and sealing products. 
The compounds are applied to all types 
of building materials and checked regu- 
larly. 





It's important to successful selling to 
know the value of good display— 
this is especially true where retail 
business is concerned. Building supply 
dealers who are making a reali effort 
to set up merchandise displays are 
using Multiplex for a great variety of 
materials. These include panelling, 
roofing, siding, floor and wall cover- 
ings, moldings, etc. Also available are 
literature racks and a door display unit. 


Multiplex Panels are  steel-framed, 
welded to pivot tubing which turn in 
drilled angle-iron wall brackets. They 
are virtually indestructible, and should 
last as long as your building. Panels 
can be ordered in any number, and are 
available in a range of sizes—the 
most popular being 30” x 80” and 
48” x 96”. Drawing shows space re- 
quired for typical 10-panel installa- 


tion. 


For further information, use the coupon. 
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Name 


DISPLAY FIXTURE CO. 
907-917 North 10th St. 
St. Lovis 1, Missouri 


Address 





Please send your Display Equipment Catalog. 


Company 


City and State 
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DEVELOPMENTS 
to watch .. 


American Lumberman, May 25, 195? 


GROWING BOOM PSYCHOLOGY was scored this week by Walter E. Hoadley, Jr., 

treasurer, Armstrong Cork Co. He described this as "a change in con- 
fidence, favoring speculation and a relaxed attitude toward business." 
Hoadley said the stock market, "doesn't look as solid as it was and 
described as ‘unhealthy’ a current feeling by some that there is more 
risk in bonds than stocks." 
Hoadley put in words our own uneasy feelings in comparing business this 
year with last year. "High percentagitis," he said, “can cause shocks, 
because business was poor in 1958. Based on a year ago, the percent of 
increase looks good on paper but may not be a true indication of actual 
growth." 


HOME BUILDING, as usual, has basic built-in controls, which eventually throttle 
down a true boom. As we went to press this week, there was growing talk 
of tighter mortgage money in the last half of 1959. 
Savings & Loan associations, the Federal Reserve and others still say 
we will have 1.3 million homes this year, but they talk about "danger 
signs on the horizon" in regard to home financing. 


DISTRIBUTORS MEETING AT DENVER this month generally reported record sales, 
but increased concern over manufacturers' distribution policies. This 
summer and fall, still more expanded or new plants will be stepping up the 
output of building materials. Increased capacity not paced by more adver- 
tising to stimulate consumption can further aggravate distribution woes. 
Pleading for heavier advertising expenditures, Craig W. Moodie, Jr., 
Armstrong Cork Co. told the wholesalers that the Ford Motor Co. alone 
spent more each year than all the building material manufacturers 
combined. He also urged more be spent for research saying this industry 
spent 1% of sales compared to an overall industry average of 4%. 


FABRICATION OF COMPONENTS by distributors was still another hot topic at 
National Building Material Distributors Association's Denver meeting. 
Panel discussions made it very clear that both distributors and retailers 
agreed that wall panels and trusses belonged properly to the lumber dealer. 
Distributors, on the other hand, told of growing plans to service the 
retailer with still more smaller components-——cabinets, structural windows, 
ready to install doors. Complete details of the NBDA meeting, including 
many exclusive news breaks, will appear in the next issue. 


LUMBER BY SEAWAY was a lively topic at a recent dealer meeting we attended in 
northern Indiana. The opening of the St. Lawrence Seaway started all 
the discussions. Both domestic lumber and possibly foreign board products 
in greater volume, were said to be exploring Seaway possibilities. 


LAST CALL FOR THE KITCHEN SCHOOL to be held at Chicago, June 7-13, was issued 
this week by the National Institute of Wood Kitchen Cabinets. Employes 
from lumber and building material yards now outnumber kitchen specialists 
in preliminary registrations. Students attending will get 40 hours of 
training in planning, drawing and selling kitchens. 


NEW LOWS FOR TREATED LUMBER were reported this month by the U. S. Dept. of Agri- 
culture. The volume of wood treated in 1958 was the lowest in 20 years. 
Biggest decline was in cross ties, a drop of nearly 10 million ties. 

The only product showing an increase was fence posts, 21,854,000 treated 
in 1958, compared to 20,827,600 in 1957. 


BIRD & SON HAS JOINED the Lumber Dealers Research Council as a sustaining 
member. They are expected to actively participate with LDRC in housing 
research and further development of the Lu-Re-Co panel system. 

Still missing is firm support of LDRC by the lumber industry. Only the 
Douglas Fir Plywood Association has jumped in with both feet to help 
lumber dealers research housing and components. 
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BARRETT 


RIGIDWALL SHEATHING 


has all these advantages that can increase your sales to builders 








HOLDS NAILS 47% BETTER 


than FHA requires for direct nailing! Stock 
RIGIDWALL and use this and its other ad- 
vantages to sell more sheathing to builders. Your 
building customers will prefer RIGIDWALL 
because it handles as easily, goes up as fast as 
plywood—yet is generally more economical and 














NO CORNER BRACING NEEDED! 
Racking tests prove that RIGIDWALL is 23% 
stronger, on the average, than required by FHA 
for application without corner bracing. Wet 
strength is 44% above requirements. THIS is 
the extra measure of strength you can offer 
builders with RIGIDWALL. 


contributes extra insulating value. 


MADE BY THE CHEM-FI PROCESS! 
This is the unique Barrett process that brings 
the fiber strength of natural wood to insulating 
board. Microphotograph A is ordinary board, 
with fine powder-like particles throughout. 
Microphotograph B is Barrett RIGIDWALL, 
with long reinforcing fibers for extra strength. 


MORE UNIFORM...MORE RIGID! 
RIGIDWALL Sheathing is precision-cut to exact 
dimensions. Its extra rigidity results in fewer 
ruined boards from smashed corners and edges. 
It scores clean . . . breaks even, thus saving time 
on every start. Tell your building customers. 


The greatest improvement in insulating sheathing since its introduction. For samples and 


full information, call your Barrett representative or write us direct. 
+ T. M. of Allied Chemical Corporation 


District Sales Offices: 9 lied 


Merchandise Mart, Chicago 54, Ill; 36th 
BARRETT DIVISION ( hemical A 


and Grays Ferry Ave., Philadelphia 46, Pa.; ) 
1327 Erie St., Birmingham 8, Ala.; 323 South 
/ 

40 Rector St., New York 6, N. Y. annie 


67th St., Houston 11, Texas; 261 Madison 
Ave., New York 16, N. Y. 
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Why architects and builders so often specify 


Tr 


<icS> Philippine Mahogany 


i 


As seen in the Better Living section of the February 1959 issue of McCall's 


¢ It is solid hardwood—not plywood or 
veneer—at its most beautiful 

¢ It is all one texture, from one area— 
all uniform stock 

¢ Has excellent workability — resists 
splitting, twisting, warping and other 
damage 

¢ Graded and measured after kiln drying 
—defective stock is not exported 

* Freedom from defect means less waste 
... faster installation 


* Competitive in price 


* Paneling, moldings, door jambs and 
S4S lumber are all steel-strapped and 
wrapped in waterproof paper for maxi- 
mum protection 


¢ Ilco has the largest selection of grades 
and milled products 


¢ Never fails to meet NHLA standards 


These are, of course, the same reasons 
why you'll want to keep a complete 
supply of Ilco Philippine Mahogany on 
hand to meet the steady demand. 


PANELING + SIDING » MOLDING + FLOORING - TRIM - ROUGH AND SURFACED LUMBER 
Order from the distributor nearest you 


UNITED STATES 
ALABAMA—Birmingham 
Griffith-Coker Lumber Company, Inc. 
CALIFORNIA—San Francisco 
Davis Hardwood Company 


COLORADO—Denver 

Frank Paxton Lumber Company 
ILLINOIS—Chicago 

Frank Paxton Lumber Company 

Columbia Hardwood Lumber Company 
1OWA—Des Moines 

Frank Paxton Lumber Company 
MASSACHUSETTS—Charlestown 

Winde-McCormick Lumber Company 
MISSOURI— Kansas City 

Frank Paxton Lumber Company 
NEW JERSEY—Camden 

Du Bell Lumber Sales Company 
NEW MEXICO— Albuquerque 

Frank Paxton Lumber Company 
NEW YORK—Brooklyn 

Anchor Sales Corporation 

Black & Yates, Inc 

—Eden 

Griffith-Coker Lumber Company, Inc. 

(P.O. Box 478) 
NORTH CAROLINA—Greensboro 

Brown-Bledsoe Lumber Company 


PENNSYLVANIA—Philadelphia 
Fessenden Hall Plywood, Inc. 
—Pittsburgh 
Germain Lumber Corporation 
TEXAS—Fort Worth 
Frank Paxton Lumber Company 
—Midland 
Frank Paxton Lumber Company 
WASHINGTON—Seattle 
Matthews Hardwoods, Inc. 
wiscc Mil h 
Frank Paxton Lumber Company 


CANADA 
ALBERTA—Edmonton 
Fyfe Smith Hardwood, Ltd. 





—Calgary 
Fyfe Smith Hardwood, Ltd. 


BRITISH COLUMBIA— Vancouver 
J. Fyfe Smith Co, Ltd. 


ONTARIO— Toronto 
Robert Bury & Co. (Canada) Ltd. 


QUEBEC—Montreal 
Robert Bury & Co. (Canada) Ltd. 


HAWAII 
HONOLULU 


American Factors, Limited 
Shuman Hardwood Lumber Company 


If none of these distributors is near you, write us direct 


INSULAR LUMBER SALES CORPORATION 


1405 Locust Street, Philadelphia 2, Pa. 
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DISCOUNT SIGN is posted near sales 
counter at Bradenton (Fla.) Builders Sup- 
ply Co. 


Contractor Discount Based 
On Monthly Volume 


There’s no secret about discounts 
at the Bradenton (Fla.) Builders Sup- 
ply Co. Terms are posted in the show- 
room, with no apologies. 

No discounts are given on _ pur- 
chases under $50. Any customer 
who orders more than that amount 
will earn a 2% discount if paid by 
the 10th of the month. 

Contractors get a 3% discount if 
they purchase more than $300 worth 
of materials a month. This is in addi- 
tion to the 2% discount if paid by 
the 10th. 

Although the firm will sell to 
handymen, the main emphasis is on 
the contractor trade, a spokesman 
said. “The main trouble comes when 
you help a home mechanic with a 
sizable job. You are competing with 
your Own contractor-customers. This 
we will not do,” he said. 

Serving the handyman who is do- 
ing his small repair work is another 
matter, he said. This business is good 
because the customers will often re- 
turn to the yard for selection of a 
contractor for bigger building jobs for 
their homes. 


NEWEST ALL-PLYWOOD plant of Santi- 
am Lumber Co., Sweethome, Oreg., is 
examined by Richard Davis, general 
sales manager of the firm. Santiam be- 
gan producing green veneer last month 
and shipping will start this month. The 
plant will produce 4 million feet of ply- 
wood on a 3/8th basis per month. The 
plywood will be TECO tested to comply 
with all FHA standards. 
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MINUM COMBINATION 
STORM WINDOW 

















completely wea 
stripped. Paten 
louvre clips for trou 
free operation 

















WOOD RIMMED 
JALOUSIE DOOR 


America's most distin- 
guished prime door at 
a surprisingly low price. 
Individually cartoned for 
warehousing efficiency. 











ar 
nenienie SOLD EXCLUSIVELY THROUGH 


COMBINATION DOOR LUMBER YARDS 


Ideally suited for the sta . P : 
do-it-yourself trade. This is not a cheap window! It is produced under the strictest 


celeron le ped quality control methods to assure a superior product... How- 
ever, it is the BEST WINDOW for the money and better than 
most that are more expensive. 
oo oe ee ee ee ee ee ee ee 


Tek-Bilt Rt. 17, Hackensack, N. J. AL-5 


Kindly have your Tek-Bilt distributor call on us. 


NAME 





ADDRESS. 


CITY. PHONE 
Hackensack, N.J. ¢ Washington, D.' 





a 
Gentlemen: i 
t 
a 
a 








OSMOSE" 
FIELD SERVICE 


Service ... anywhere in the USA... is the byword 
at OSMOSE! If you are a lumber dealer interested 
in the growing market for decay and termite resist- 
ant lumber, contact your nearest OSMOSE pressure 
treating plant or the Buffalo, N. Y., office. A trained 
OSMOSE sales engineer will assist you in selling 
your present accounts, or new wood preservative 
business you wish to develop. By filling your orders 
with OSMOSE treated lumber, you are assuring 
your customers of permanent, clean, paintable, rot 
and termite repellent wood. 


OSMOSE treatment is in accordance with the 
latest government specifications TT-W-569; 
TT-W-571, and recommended practices of 
American Wood Preserving Assoc. 


For 
more data 
write today. 


WOOD PRESERVING CO. OF AMERICA, INC. 
985 ELLICOTT ST. © BUFFALO 9, N.Y. © EL 5905 
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DEALER Dee Caspary, right, head of Atlantic Lumber Co., Los 
Angeles, shows plywood wholesaler George Rice how he sells 
so much hardwood plywood by using Rice’s combination ply- 
wood-finishing material display. 


Sales Double When Plywood 
Displayed With Finishes 


A display of hardwood plywood panels, teamed together 
with Deft clear wood finish, is producing improved sales 
at Atlantic Lumber Co., Los Angeles. The display panels 
are finished with Deft and a can of the finish is displayed 
in front of each panel. 

“The finished panels show the customer the results he can 
get using both the panels and Deft,” commented Dee Cas- 
pary, president of Atlantic Lumber Co. “This means we 
sell more plywood and more Deft, too.” 

It is claimed that hardwood plywood sales at Atlantic 
Lumber have doubled and Deft sales have tripled since the 
display idea was put to work. The Deft-finished panels in- 
clude 17 different species. The display was supplied to At- 
lantic Lumber Co. by Southwest Plywood Corp., Compton, 
Calif. plywood distributor. 

Another Southwest Piywood customer, Norbert Bund- 
schuh, manager of Myrtle Avenue Lumber Co., Monrovia, 
Calif., also reports his hardwood plywood sales have dou- 
bled and his Deft sales moved from a normal item to a fea- 
ture product in his store since displaying the two together. 


MASS DISPLAY of unfinished hardwood plywood and cans of 
finishing product at Atlantic Lumber; it even sold three wheel- 
barrows promptly! 


May 25, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





How’s Business ? 


Lumberyard sales which were running better than 10% 
ahead of last year in February, showed a further gain in 
March, and when the April totals are finally available from 
the U. S. Dept. of Commerce they are expected to show 
still more increase over a year ago, judging from American 
Lumberman’s reports from dealers. 

Construction failures are falling behind last year’s rate, 
much to the relief of dealers who have sizably increased 
their accounts receivable to gain new business. In February, 
construction failures were 8% below a year ago; in March 
the figure had climbed to 9% (April data not yet available). 

Lumber prices at wholesale, according to the U. S. De- 
partment of Commerce at the end of March stood at 125.4% 
above the 1947-49 average. In comparison, wholesale prices 
of clay building products were 159.9% above that same pe- 
riod; gypsum products were 133.1% above. In other fields, 
the price of automobiles was 143.2% above the 1947-49 
average and agricultural machinery was 143.3% above. 
The lumber price index has risen in the past 12 months 
from 115.9%. 

Mortgage money. appears to be no easier, although reports 
from a few centers close to major money markets in the 
eastern and mid-western states report no great shortage. 
The key to mortgage money availability—government bond 
yields—is slowly growing more adverse to an expanded sup- 
ply of lendable building money. One government bond, the 
2% % issue of February, 1965 currently is priced to yield 
investors 4.36%. This is the top, but a great majority of 


Billion Dollars 
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(seasonally adjusted, at annual rates) 1, 
pr cama 
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government bonds are now yielding over 4%. It usually 
requires a spread of two percentage points between govern- 
ment bond yields and mortgage yields to produce a freely 
available supply of mortgage money. 

Discounts on FHA and VA mortgages have been creeping 
up. In the Chicago area FHA’s are now being made on a 
two-point discount; some in southern California are getting 
four points of discount or more. Builders report that the 
houses they’ve been building and selling thus far in 1959 all 
had financing arrangements made last fall. When those com- 
mitments are gone, who knows where the building starts 
curve will go? 

FHA’s authorization from Congress to insure loans is 
on an almost day-to-day basis as American Lumberman 
goes to press. If Congress does not pass substantial increases 
within the next several weeks, FHA may have to declare 
some kind of moratorium on mortgage insurance. 

Wholesalers interviewed in recent days report a disquiet- 
ing increase in their accounts receivable, with some dealers 
“whose names would surprise you,” not taking their cash 
discounts, as one wholesale lumberman said. This whole- 
saler said half his accounts are currently older than 30 days. 

Lumber market perhaps is flatting out, pricewise. The 
$85 and $110 prices for fir plywood, for example, seem 
to some experienced observers to be about as high as they 
will go. There is further retail resistance to increases in fir 
lumber prices, too. “We sure can’t boost our prices to con- 
tractors to match higher mill prices,” said a midwest dealer. 


Millions 
Be 





NEW PERMANENT NONFARM DWELLING 
UNITS STARTED (privately owned) * 


* Seasonally adjusted, 
} | at annua! rotes 
pitt liptet tartar ti 
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(Chart: from U. S. Dept. of Commerce) 


Sales Pulse 


Marketing Regions (See mop page 32) 


Zone 8 
Mountain 


Zone 9 
Pacific 


Zone 7 
West South 
Central 


Zone 6 
West North 
Central 


Zone 5 
East South 
Central 


Zone 3 Zone 4 
South East North 
Atlantic Central 


+10% +15% + 25% +35% + 20% + 20% + 30% 


Zone 1 Zone 2 
North Middle 
Atlantic Atlantic 

+10% 


+ 5% + 5% + 7% L 5% + 30% L15% n 130% 


Sales: Apr. "59 vs. + 4% 
Apr. '56 
4 months ‘59 v. 
4 months ‘58 
Accounts receivable: Apr. 30, 
"59 vs. Apr. 30, 58 
Inventory: Apr. 30, "59 vs. 
Apr. 30, '58 
Last quarter's sales estimate steady + 5% +10% +-15% Y To + 5% 
April weather Good Good Good Good 


+10% +-20% +15% +15% + t +25 % + 10% +-20% 


+ 5% + 7% +15% same ¢ he To + 5% I } 5% 
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what's tte PRICEP 


Retail prices during the past two weeks appear to have 
been stabilized to a great degree by retail yards. Reports com- 
ing to American Lumberman from all parts of the country 
suggest that the price level has found its spring level; if saw- 
mill prices follow this trend, the rise in lumber and plywood 
prices to dealers is about ended. Most of the items listed be- 
low held their previous level. 

Retail plywood prices in the west central states (zones 6 
and 7) moved upward to become the only major commodity 
to show much change; in other zones even these prices stayed 
steady. A downward revision in fir plywood prices in the 
mountain states apparently has been taking place during the 
past two weeks, for a number of dealers in that region (zone 
8) reported lower prices to contractors. A lesser trend to 
lower prices to contractors was noted on the west coast (zone 
9), especially in some building materials items. 


Current Retail Price Levels 


(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the last issue.) 
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middie South East North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 


Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 $140 $145 $140 $140 $135 $140 $130 $115 
Std. & Bir. $145 $145 $150 $140 $145 $135 —~ 
Std. & Btr. $140 $145 $145 $150 $140 $145 $120 
Std. & Bir. $145 $145 $150 $160 $165 $148 — 
Boards: Std. & Bir. green R/L 1x6 and 1x8 — $140 $145 $135 $128 $120 


West Coast Hemlock, White Fir: 
Dimension: Std. & Bir. dry R/L 2x4 $130 $145 $140 $145 $140 $100 
Std. & Btr. dry R/L 2x10 $130 $145 $138 $140 $140 $120 
Boards: Std. & Bir. dry R/L 1x6 and 1x8 $110 $160 $133 $140 $135 $100 


Western Pines: 
Boards: No. 2 & Btr. dry 1x8 R/L $458 or 


“ew ¢ 
No. 3 & Btr. dry R/L 1x8 $4S or 
shiplap $200 $150 $145 $140 $150 
No. 4 Bir. dry R/L 1x8 S$4S or 
shiplap $160 nae $130 $ 80 $130 


Southern Pine: 
Dimension: Ne. 2 & Bir. dry R/L 2x4 $110 $130 $120 
No. 2 & Btr. dry R/L 2x10 $117. $145 $120 
Boards: No. 2 & Bir. dry R/L 1x8 $45 or 
D & M or shiplap $125 $130 $120 


Hardwood Flooring: 
Clear ook 25/32"x24,” $275 $285 $260 
Select ook 25/32"x2Y,” $260 $275 $240 


Interior Softwood Paneling: 
No. 2 ponderosa pine R'W $225 $200 $200 
No. 3 ponderosa pine R/W $200 $180 $150 


Wood Siding: 
Redwood bevel siding %/,”x8” $275 $245 $280 
Cedar bevel siding %,’’x8” $275 $260 — 


$240 $200 $190 $185 $150 


Weod shingles: 


Cedar shingles 5/2 #1 Blue 
Label $ 19. ’ $ 16 





PLYWOOD: 

Fir, Ye” DFPA-AD interior glue 
Fir, ’&” DFPA-AD exterior give $145 $130 
Fir, %” DFPA-CD sheathing interior glue $130 $165 
Fir, Ya" DFPA-CD sheathing interior give $170 $170 
Fir, %” DFPA-CD sheathing interior glue $190 $200 
Birch, 1/4" A2 $ $400 
Philippine mahogany, '/,” rotary cut 


MILLWORK: 
Phil. mahogany flush door 
1%"-2-6x6-8 
Birch flush door 1%”-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 

Outside white paint, first grade 
common stee! nails 

Mineral wool insulation, full thick batt 

Woed fiber blonket, std thick 

Ceiling tile 12x12” 

Acoustical ceiling tile 12”x12” 

'%” Iineviating building boord 

25/32” insulating sheathing 

4%" gypsum wallboard 

V4" tempered hordboord 
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NOW...a complete 
Key Cutting Dept. in 1 Unit 


This eye-catching, revolving display board with 
Monitor Key Cutting Machine is a sure-fire traffic and 
profit builder. The board holds 126 dozen blanks, each 
hook being clearly marked with number of blank and 
make of lock. 

The Monitor Machine — small, compact with ad- 
justable Key guide and sturdy Key gauge — is de- 
signed specifically to meet the requirements of the 
hardware dealer. This combo is a real money-maker . . . 
your sales from one 7 KBA Assortment more than pays 
for the equipment and gives you a handsome profit to 


boot! 
TOTAL HEIGHT 


UNIT — 34 IN €. Cet YOU CAN BUY IT 4 WAYS: 


1. No. 4184CD — Monitor Key Cutting Machine, complete with 
motor; rotary display board; 7 KBA key blank assortment (1 doz. 
each of 102 most popular key blanks). Bench space — 19 in. x 
12 in. 

« No. 3184 CD — Same as above but without blanks. 
« No. 9 KBA — Same as 4184CD but without Monitor machine. Unit 
is mounted on four legged stand. Bench space 12 in. x 12 in. 

4. No. 2 RKB — Same as 9 KBA but without blanks. 


IMMEDIATE DELIVERY — Ask your jobber about this spectacular 
sales producer or write direct for complete information. 


‘(L(0) INDEPENDENT LOCK Co. 


x Fitchburg, Mass. 
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HAROLD HENDERLO 





G, president of lende ong Lumber Co., 


checks prints for new home to be built in one of the firm's sub- 


divisions. 


In 1959 (as in 1939) 


Land Control Builds Sales 


Dealer 
Sales 
Control 


Land Control 
Part 2 


Indiana dealer explains: 
* How to buy land and make a profit 
* How to tie down contractor customers with land con- 


trol 
* How to use land as a sales clincher 


and Profits 


Land development helps him sell a 
lot more building materials than he 
would otherwise, believes Harold 
Henderlong, president and _ general 
manager, Henderlong Lumber Co., 
Crown Point, Ind. (pop. 8,400). 

“Without land, we’d have to com- 
pete on price,” he explains. “With 
land, we sell at our book price, and 
sell everything going into the house.” 

The company, which has operated 
in Crown Point for 58 years, has 
been developing land into home build- 
ing sites for nearly 20 years. The first 
tract was a 135-house parcel devel- 
oped in three sections to compete with 
a pre-World War II prefab home 
project. 

Since then, Henderlong has devel- 
oped land into as few as 29 lots, as 
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large an area as 40 acres. Currently 
two subdivisions are active and a 
search is going on for a third. One 
tract is suitable for houses in medi- 
um to high price ranges while the 
other is for homes costing $30,000 
and up. 

Land development is not the only 
string on the company’s sales fiddle, 
but it is one of the sweetest. There is 
also a general contracting department 
which will build anything from a mi- 
nor home improvement job to a mo- 
dern school; a large capacity ready- 
mix concrete plant; a planning service 
specializing in home planning, all in 
addition to the lumber and building 
materials yard. They work together 
to serve the buyers’ every need. 

“Having land for contractors and 
prospective homeowners is our best 
sales tool,” he said. 

Location is vital. Good location of 
land for development is essential, de- 
clares Henderlong. 

“You must pay for good location 
but you more than break even,” he 
adds. “It helps sell houses, helps in- 
sure FHA valuation of the houses 
your customers build and brings them 
back for more.” This is the key to the 
firm’s success in selling to contractors 
with whom the Henderlong contract- 
ing department is in competition. 

“Wait until the right piece of land 
comes along, then buy at the right 
price,” he counsels. 

Some factors of land selection Hen- 
derlong considers: natural drainage is 
vital; check land carefully for possi- 
ble septic system troubles; buy land 
adjacent to good neighborhoods if 
possible; relate subdivision plans to ex- 
isting homes nearby; be sure of state 
and local health department approval; 
he avoids, if possible, land over 
$1,000 per acre—in Crown Point a 
developed 70’ building lot has a market 
value of about $2,500; work closely 
with FHA in laying out the lots and 
streets, setting up restrictions, “but if 
you’re not careful, FHA will really 
spend your money”; don’t worry about 
trees—most land you buy is not 
heavily wooded anyway; maintain de- 
sign control over houses built in 
your development; insist on variety of 
design and materials. 

Land purchase methods. The usual 
Henderlong method of getting land 
for developing is to buy it outright. 
However, if a land owner is well 
known to them, it may be practical 
to let him retain ownership, while 
Henderlong builds a model house to 
sell from, then takes a commission on 
each lot sold. In such a case, com- 
plete control of the development must 
be in Henderlong’s hands. 

Having building lots enables some 
of Henderlong’s contractor customers 
to stay in business; otherwise they 
wouldn’t find vacant lots. The con- 
tractor agrees to buy all his mate- 
rials from Henderlong at current mar- 
ket prices. He is allowed a 10% con- 
tractor’s discount if he is building on 
speculation or if he has pre-sold the 
house to be built; if Henderlong sells 


the house, then the discount on ma- 
terials doesn’t apply. Contractors are 
glad to make this 100% purchase of 
materials agreement, for houses built 
in Henderlong subdivisions have a lo- 
cal reputation of being best sellers. 
Also, because of careful, skilled site 
planning, top FHA valuations are 
practically assured. 

If a local real estate man sells a 
Henderlong lot, the commission is 
subject to negotiation, with its size de- 
pendent on the work which Hender- 
long has to do. There is no such thing 


™ - een 808 BAN 
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materials package. 


CURRENT SUBDIVISION is 
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as allowing a straight 5% commission 
simply for taking a sale which comes 
in “over the transom”. 

Disadvantage. There’s one major 
disadvantage to land developing, in 
lumberman Henderlong’s view. Turn- 
over on total capital invested in your 
lumberyard, plus land, is slower than 
if you invested solely in the lumber- 
yard. However, this disadvantage is 
more than over-balanced by the add- 
ed profitable volume which land de- 
velopment makes possible. 


) 


DEVELOPMENT is a permanent process for dealer Henderlong, seen 
above inspecting work on a new street in his Fairview subdivision. 


CONTRACTOR CUSTOMER of Henderlong Lumber Co. is building this 
house on a site in the lumber firm's Fairview tract. Henderlong sells the 


rte 


now three years old, includes higher priced 
homes as above. Other parts of the 124-lot tract are suitable for 
medium-priced houses. 


35 








Dealer Sales Control / 


4 


Through Land & Building 





SABINE VALLEY’S 


HOMES THAT ARE EASY TO OWN... 


“BUDGET TWINS” 


built by Fort Worth's Leading Home Builder 


“YOUNG EXECUTIVE” 


3 BEDROOMS —ALL BRICK—1') BATHS 


$11,475 » 12,075 
*475 DOWN *° cs 


| 
= = 


TRADE THE EQUITY 
of your present home 





or @ Ce 


paper ad at left. 














3 Bedrooms—Attached Gorage 


*8,300 
*300 DOWN “<<: 


“ECONOMY ENGINEERED” =. 
‘ f 


Salesmen on Location Daily and Sunday 


MODEL HOMES 


ortn 


4329 £. BELKNAP 


© WNights end Sunday Coll JE 6.1152, TES-9348, TE 1-1863, TE8-9953 


Sabine Valley We 
LUMBER CO.INC 


BILLBOARD pulls prospects into subdivision with six model- 
homes sponsored by Sabine Valley Lumber Co., promoted as 
“Fort Worth's Leading Home Builder.’ Typical 4-col. news- 


x Henne Builder LOW-COST VALUES represented in Sabine Valley homes which 


TE 1-1207 





range from $11,475 to $12,075 for 3-bedrooms, 11 baths, 
with garage and built-in oven and range. 


Fort Worth Dealers Shine as Home Merchants 


MISS FORT WORTH was a special Sabine 
Valley Lumber attraction in their model 
homes on opening day. 
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Land development, financing and components are key 
elements in Texas dealers’ program. 


Three lumber dealers were among 
the several dozen Fort Worth, Tex. 
builders who participated in the city’s 
“Spring Fiesta of Homes” starting last 
month. 

Each one can be credited with 
Dealer Sales Control inasmuch as 
each one offers a complete package 
a finished home including lot and 
financing. 

These dealers are Johnson-Camp- 
bell Lumber Co., which has swung 
over from semi-finished to com- 
pletely-finished homes; Sabine Valley 
Lumber Co. and Berry Street Lumber 
Co. 

“Land control or development is 
the only way out,” asserts Ralph 
Campbell, the 1958 president of the 
Lumbermen’s Association of Texas 
and active in some phase of land 
control since 1943. 

“You can’t cut prices any lower, 
no one is cutting interest rates and no 
one is doing anything about financ- 


ing. However, I do believe that fi- 
nancing is even more important than 
land control, but together they make 
an unbeatable combination.” 

Campbell sometimes buys  im- 
proved lots and sometimes raw land. 
Under the direction of C. D. Nichols, 
general sales manager, Johnson- 
Campbell is fabricating components, 
including bathroom wall tile, for 
their finished homes. They also ex- 
pect to sell components to other deal- 
ers and builders. 

Johnson-Campbell is promoting a 
3-bedroom, 112 bath house on the 
owner’s lot for $7,995 including such 
features as a built-in range and oven 
and attached garage with storage 
area. 

Complete remodeling of the John- 
son-Campbell’s showroom enables the 
home prospect to see full-size model 
rooms—kitchen and bath as well as 
optional exterior trim and entrance. 

Sabine Valley Lumber Co., headed 
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by C. P. Hadley, has been in land 
development for 14 years. Executive 
offices are on the 22nd floor of the 
new Continental Life Building. The 
firm has its own mortgage company. 

It has six model homes in its new- 
est subdivision. A promotion flier ad- 
vertises a 3-bedroom home with at- 
tached garage with tile floors, mill- 
made cabinets, city utilities and paved 
streets at $8,300. 

A Negro addition with enough 
acreage for about 175 lots with 60’ 
frontage is being developed by Sa- 
bine Valley. 

Describing their building sites in a 
promotion piece, Sabine Valley states: 

“Our building sites are chosen with 
the prospect of increasing land values. 
The nearness of schools and shopping 
centers (present and proposed), which 
adds to the value of the property, are 
one of the main questions answered 
when we consider a location. 

“We are aware that we have a 
moral obligation to the public when 
we build and sell homes. We are also 
aware that it is just smart business to 
build the best possible product at a 
fair price.” 





q Johnson-Campbell 


THEIR BIG 3-BEDROOM, 2-BATH 


Master-Bilt Homes 








|| Outstanding for the Spring Fiesta of Homes! 


Don't Miss the Complete 
HOME EXHIBIT—2241 JACKSBORO HWY. 


7995 im 


NO MONEY DOWN-$54.00 MONTH 


JOHNSON CAMPBELL 


LUMBER COMPANY 
2241 JACKSBORO HIGHWAY “GOLD STAR AWARD” 


MA 4-2135 — FORT WORTH GAS BUILT-INS 


JOHNSON-CAMPBELL LUMBER CO. advertises its low-price 
$7,995 home and its $12,050 home in same ad. 


















MODEL HOME by Johnson-Campbell is located in subdivision of 
friendly competitor, Sabine Valley Lumber, part of Spring 
Fiesta of Homes. Dealers are members of Fort Worth Home 


Builders Ass'n. 


Medel Home Located in SABINE PLACE ADDN, 
\ 
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MODEL MOVE-AWAY HOME and another under con- 
struction by Cactus Lumber Co., San Angelo, Tex., is 
typical of home-building sideline carried on by many 
west Texas dealers. 


Hundreds of Semi-Finished 
Homes by Texas Dealers 


Many west Texas dealers are developing a good 
business in ready-built homes, fabricated in their own 
yard, then moved to the customer’s site. 

Lubbock is the center of this activity. About a dozen 
of the ready-builders operate on either side of Erskine 
Road for almost half a mile. The Lubbock Chamber of 
Commerce has estimated that the annual volume in 
this field runs $3 to $5 million. 

Radio and newspaper advertising and the yellow 
pages of the phone book are used to attract customers, 
who shop up and down move-away row like auto buy- 
ers. Every builder usually has several models on dis- 
play. 

Cicero Smith, Forrest Lumber and Avinger Lum- 
ber are the Lubbock dealers active in this field. They 
build in their own yards. Although the houses are sold 
semi-finished, most dealers will contract to finish the 
house on the site if it isn’t moved over 100 miles. 

Houses as large as 1,700 square feet are some- 
times transported hundreds of miles on special trail- 
ers. Cicero Smith Lumber Co. sold one house to a 
customer, who moved it almost to El Paso. The mov- 
ing cost alone was $1,000, but the customer figured 
he saved as much money by buying a ready-built. 
The buyer is usually put in touch with the mover 
and makes his own deal on transportation. 

Components—trusses, panels and inside partitions 
—are being fabricated on these jobs to cut labor 
costs by stepping up output. In some cases, compo- 
nent construction is being tried experimentally on 
these houses before dealers go full-scale production 
on component sales to builders. 

Wm. Cameron & Co., a line yard organization 
with headquarters in Waco; Lake View Building 
Materials, Cactus Lumber Co. and Lake Drive Lum- 
ber Co., all in San Angelo, are some of the yards 
active in building and selling ready-built homes. 

Some of these houses are moved to oil fields, some 
to small towns, where it is difficult to find skilled 
mechanics to build homes. 


















Insulite Casual Random does triple duty in this section of Security 
Lumber & Supply Company’s new showrooms. It helps sell customers on 
beauty of tile. It deadens noise. Adds smart, modern look. 


Insulite Primed Siding vertical and horizontal—makes this handsome 
wall a demonstration of endless interior and exterior uses. Showrooms 
designed by Albert E. Olson, AIA, of Chatham, New Jersey. 
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Insulite products make new showrooms 


a showcase for quick sales 


When a customer asks dealer E. A. Benson, Bradley, 
Illinois, about Insulite Ceiling Tile, all he has to do is 
point up. His beautiful ceilings of Insulite Casual 
Random and Insulite Durolite do a selling job that’s 
beyond mere words. His walls of Insulite Primed Siding 
are equally effective, silent salesmen. Together they 
give his showrooms a smart, clean, modern look. 


Mr. Benson says he wouldn’t be without Insulite 


Products. ‘“‘They have a wider acceptance among the 
contractor trade than any others. This has been true 


everywhere I’ve worked. Seems that once contractors 
and carpenters use them, they become sold.” 
Mr. Benson adds, “I also like Insulite because they 
are always out first with whatever is new in the 
insulation board field. Insulite Primed Siding is an 
excellent example.” 


If you’d like to see why Mr. Benson and other 
dealers are so enthusiastic about Insulite Products, 
write us for samples, sales helps and complete facts— 
Insulite, Minneapolis 2, Minn. 


sells easy...sells fast...stays sold 


INSULITE. 


Insullte Division, Minnesota and Ontario Paper Company, Minneapolis 2, Minnesota 


Durolite is a reg. T.M., U.S. Pat. Off. 


Circle No. 19 on Handy Cover Card 


E. A. Benson, owner of Security Lumber & Supply 
since 1953. Mr. Benson has been in the lumber and 


supply business over 32 years. 





Fenton oa 


THE PRESS, both newspapers and magazines, used American Lumberman’'s import article as the basis of special features on this 
subject. Some readers balloted on the question; others wrote long letters. Many congressmen wrote to express their opinions. 


Readers Sound Off On Imports 


‘Well done, intelligent,’ 
reading, 

‘Sheer ignorance,'’ 
styled economist. 


wrote one manufacturer after 
‘Is It Smart to Sell Imports?"’ 
replied a lumber salesman and self- 


Everyone, apparently, has a definite opinion on this sub- 
ject. Here are excerpts from the many comments, which es- 
tablished a reader-response record. 


Telegrams, letters, phone calls and 
requests for thousands of reprints 
and extra copies added up to a rec- 
ord-breaking reader response to the 
seven-page feature, “Is it Smart to Sell 
Imports?”, in our April 13th issue. 

Researching material for this article, 
we were warned that we would un- 
cover information “too hot for a busi- 
ness magazine to print” in disclosing 
the impact of foreign building mate- 
rials on the domestic market from the 
standpoint of dealers, manufacturers 
and consumers. 
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Dealers had plenty to say about 
how manufacturers had cooked their 
own goose with short-sighted labor, 
pricing and distribution policies. Sup- 
pliers, on the other hand, blasted the 
dealers’ alleged short-sighted sales pol- 
icies. Everyone spoke frankly; conse- 
quently, the subject was aired as nev- 
er before in a business magazine. 

In cross-country interviews with 
our reporters, most dealers declared 
that competition had forced them into 
selling imports, although they would 
prefer to sell American-made goods. 


Reader response indicates that deal- 
ers, manufacturers, association offi- 
cials and congressmen have a decided 
opinion on the problem of imports. 
Some readers vigorously oppose im- 
ports; others are for them—and just 
as emphatically. 

Only one major manufacturer pro- 
tested American Lumberman’s cover- 
age of the subject. 

No expert—but! Commenting on 
the import section, Administrator 
Norman P. Mason of the Housing 
and Home Finance Agency and a 
former lumber dealer, wrote: 

“The first thing I want to do is to 
disqualify myself as an expert in for- 
eign trade. Perhaps I should stop 
right there—but you have written 
such an interesting and stimulating 
editorial I do want to give you some 
of my reactions. 

“First of all, I have such confi- 
dence in American know-how and 
American merchandising, it is my 
opinion that competition only spurs 
the American businessman on to 
greater accomplishments. 

“Secondly, from my experience, the 
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people of this country don’t like to 
be told what they can and cannot 
buy. We have unusually well-informed 
citizens and I do not believe we 
should ever underestimate their ap- 
preciation of quality. I believe our 
manufacturers and producers have a 
real challenge to furnish information 
about their products. 

“Neither do I think we should for- 
get the times in which we live when 
world markets stretch out before us. 
I believe all of us should keep in mind 
President Eisenhower’s recent state- 
ment before the U. S. Chamber of 
Commerce: 

‘*‘Now that the Communists are 
adding economic penetration to the 
threat of military force, the need for 
assistance for other countries is be- 
coming even clearer.’ ” 

C. B. Sweet, acting FHA commis- 
sioner and also a former lumberman, 
pointed out that the FHA is subject 
to the “Buy American” Act with re- 
spect to all the purchases of materials 
for construction work on Commis- 
sioner-owned properties. 

He said the FHA-administered in- 
surance program establishes require- 
ments pertaining to materials, which 
“must be met regardless of their 
origin. This sometimes leads to non- 


acceptance of materials of foreign 
origin because they are either made 
to lower standards or are of a nature 
which requires quality control un- 
available in foreign countries. 

“The impact of the importation of 
foreign products on American labor 
and business,” admitted Sweet, “is a 
problem which is of such broad scope 
that it properly should be subject to 
legislative action rather than action 
by independent agencies of the gov- 
ernment.” 

Readers are vocal. “Of course I 
vote against imports!” wrote Carle- 
ton O. Ashley, manager, Geneva 
(Ohio) Lumber Co., in a two-page 
letter. “It’s so basic that it makes my 
blood boil. We should help each other 
first as a family, second as a town 
or city, third as a county, fourth as a 
state, fifth as a nation and so forth. 
You definitely cannot help your 
neighbor and prosper by buying or 
selling imports, over the long pull. 

“I believe the manufacturers of 
our country created a Frankenstein 
by allowing labor unions to obtain 
raise after raise and benefits upon 
benefits without little more than a 
prefunctory objection. They, the man- 
ufacturer, immediately raise the price 
of their commodity to compensate 


for the raise. This is also done by 
all other related manufacturers and 
fabricators, causing prices to spiral, of 
course. 

“Now, I also believe that the man- 
ufacturers believed that by traveling 
the line of least resistance our nation- 
al government would step in and call 
a halt. Not wanting to upset the vot- 
ing union membership, the govern- 
ment sat quietly and let nature take 
its course. So what happened? 

“Our manufactured articles became 
so high priced that it was only a mat- 
ter of time for the foreign manufac- 
turers to step in and profit by our 
post-war skyrocketing of wages. We 
are also reaping the seeds of the 
Marshall Plan. 

“The irony of the situation is this,” 
concluded dealer Ashley. “A few short 
years ago the Japanese soldiers were 
in a struggle with our American boys. 
Now, these same Japanese boys are 
putting the American boys out of 
work,” 

Dealers vote “Yes.” Rich Schaefer, 
Jr., who signs himself “economist,” 
The Schaefer Lumber Co., Lewiston, 
Idaho, wrote: 

“Our outfit is for imports. Why? 
Nails—prices are rigged—have little 
to do with supply and demand. The 


Editorial OnImports Draws Widespread Comment, Reprint Orders 


All segments of the light construction industry—man- 
ufacturers, wholesalers and retailers—sent out thousands of 
reprints of the American Lumberman import editorial, “It 
” and called attention to the special 


Isn’t Funny Any More, 


phase of American economy, we are most vulnerable.— 
William P. Gillespie, 
Plumb, Inc., Philadelphia. 


Could we have permission to reproduce this for a mail- 


vice-president for sales, Fayette R. 


seven-page section in their regular association bulletins. 

Among the organized dealer groups to place sizeable 
orders was The Ohio Association of Retail Lumber Dealers. 
Charles E. Benson, executive vice-president, wanted 1,100 
copies. Another 500 copies were ordered by R. F. McCrea, 
secretary-manager, Lumber Dealers Association of West- 
tern Pennsylvania. Another order for 500 copies was placed 
by S. M. Van Kirk, general manager, National Building 
Material Distributors Association. 

“It might be well for every dealer to read this article,” 
advised the bulletin issued by the Inter-Mountain Associa- 
tion, Denver. 

Further reaction to the editorial is indicated by the com- 
ment below: 


Please rush 15,000 reprints of “It Isn’t Funny Any 
More.” This is an excellent presentation of a very serious 
problem now facing American industry and business. We 
plan to send a copy of this editorial to all Amerock 
wholesalers, also executives, buyers and salesmen.—Folke 
Engstrom, vice-president, packaged hardware sales, Ame- 
rock Corporation, Rockford, Ill. 


This is a very interesting editorial and I would very 
much appreciate your quotation on 10,000 of these re- 
prints. (Ed. note: this order later confirmed). Also, I 
would like to receive the full article, “Is It Smart to Sell 
Imports?”—G. C. Stone, president and sales manager, In- 
Sependnt Nail & Packing Company, Bridgewater, Mass. 


Representing an American manufacturer, all that I can 
say in response to your editorial is “Hurrah!” for this is 
well done and intelligent work. . 


The time is rapidly approaching when the results of 
foreign competition will be exceedingly more important 
to all Americans and the time has long since passed 
when we can express indifference or smugness for in this 


Walter G. Larson, advertising and 


ing to our customers?— 
Rock- 


sales promotion manager, Elco Tool & Screw Corp., 


ford, Ill. 


Please send me 500 of the editorial reprints at the earliest 
possible moment. Be sure and include a bill so that I can 
pass it along for payment.—Richard C. Fritz, advertising 
manager, McKinney Manufacturing Company, Pittsburgh, 
Penna. 


Mr. Shoemaker very much enjoyed the editorial and 
would like to have six more copies.—Dorothe Fullam, sec- 
retary to Paul B. Shoemaker, vice-president, Masonite Cor 
poration, Chicago. 


May we have permission to reprint the very good editori 
al, “It Isn't Funny Any More,” as well as another copy of 
it as ours has been mislaid? We will use it in Stylon 
News, our company magazine, unexpurgated and with 
credit.”—Lewis S. Dabney, editor, Stylon News, Stylon Cor- 
poration, Milford, Mass. 


Please ship 1,000 reprints of editorial, “It Isn’t Funny 
Any More.”—H. A. Kennedy, Abitibi Corp., Detroit. 


We would like permission to duplicate your editorial 
here in this office for mailing to our customers. Also, will 
you please send me three additional copies of that issue. 
—Robert Hines Bertini, president, Roanoke (Va.) Sash 
and Door Company, Inc. 


Wili you please send 250 copies of this editorial to the 
writer as I certainly feel it is worth distributing to our 
field organization as well as our major distributor accounts. 
I appreciate the message you folks are bringing to the trade 
and, of course, subscribe to this type of approach, which 
I feel will do much to stabilize the thinking in the mar- 
ket.—A. L. Platky, vice-president and sales manager, P & C 
Tool Company, Portland, Oreg. 
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way it looks to us, the steelworker gets 
a dime and consumer prices go up $1. 
The purchasing power of our cus- 
tomers won't stand it. 

“We want competition. Also, the 
Japanese bought our wheat. We had 
outside piles of wheat all over th 
Pacific Northwest until the Japanese 
bought it. I understand they bought 
$2 from us for every $1 we pur- 
chased from them in 1957. 

“Another thing,” added Schaefer, 
“many millions of U. S. workers have 
jobs dependent on foreign trade. For- 
eign trade is good economics. We 
sell what we have a comparative ad- 
vantage in producing and buy their 
similar products. 

“We are all richer, generally speak- 
ing, regardless of wage levels as long 
as the books balance imports to ex- 
ports. 

“If anyone has a beef about for- 
eign competition, let him first tell 
what he has done to protect his con- 
sumer’s purchasing power from rigged 
prices by big business in the U.S.A 
An American consumer can’t be ev- 
erything, you know—i.e. pay all tax- 
es, work cheap, buy high and buy 
all U. S. production! Hell, it ain’t 
in the cards. If we don’t trade, the 
Commies will.” 

Another dealer voting “Yes” on the 
import question, explained his vote: 

“Our firm will continue to pur- 
chase imports. Our net ‘balance of 


trade’ is favorable. We can’t sell if 
we don’t buy. If we are to put a halt to 
inflation, we cannot limit imports. It 
is time some of the fat and feather- 
bedding were squeezed out of our 
prices.” 

W. C. Wood, Thoeny Bros., San 
Jose, Calif., wrote on his ballot: “My 
heart bleeds! How do you like the 
squeeze, Mr. Manufacturer? Get in 
and dig! That’s what you advised us to 
do!” 

Editorial “sheer ignorance.” Repre- 
senting himself as an economist and 
sales representative for a wholesale 
lumber dealer for the past nine years, 
Ernest Buchholz, Bronxville, N. Y., 
wrote as follows: 

“When I read your editorial, “It 
Isn’t Funny Any More,” I could not 
hold back my amazement at what, for 
your sake, I hope to be sheer ig- 
norance and not a deliberate effort 
to mislead your readers in order to 
win favor with your advertisers. 

“Imports never make a_ nation 
poorer, but always richer. When you 
limit imports you give a certain num- 
ber of domestic entrepreneurs a lim- 
ited sphere akin to a domestic mo- 
nopoly, which hurts the consumers 
(an infinitely larger group than the 
relatively few entrepreneurs who are 
free to redirect their capital to more 
profitable channels). 

“To an economist, foreign compe- 
tition is in no way different from 


domestic competition. Both are the 
essential guide needed to keep pro- 
duction flowing at its most efficient 
level; in other words, more and better 
goods at lower prices. 

“And don’t dig up the old canard 
that our workers are ‘hurt’ by foreign 
workers producing at lower wages. 
Every dollar earned by foreigners 
here eventually returns to this coun- 
try to be spent here on American 
goods and services. A true patriot is 
for expanded international trade.” 

Speaking for the Hardboard Asso- 
ciation, Donald Linville complimented 
American Lumberman. 

“Your lead editorial is most timely 
and more to the point, factual,” he 
wrote. “You have given the building 
material dealer something to think 
about.” 

Ad men disagree! “Congratulations 
on your forward-thinking, alert edi- 
torial on page 71,” wrote Milton L. 
Bebee, account executive Flack Ad- 
vertising Agency, Inc., Syracuse, N.Y. 

“Strangely enough, these same 
dealers who support this unprece- 
dented flood of foreign goods are 
the ones that will set up the biggest 
holler when their customers won’t be 
able to buy because of unemploy- 
ment. 

“Some of America’s manufacturing 
giants, who are sacrificing the me- 
dium and small-size manufacturers at 
the altar of exports will soon begin 
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to experience the same tough com- 
petition abroad. 

“Then, perhaps, when wage differ- 
entials cannot be equalized, they will 
realize that these sacrifices are not 
so much of a nicety for them as they 
imagined.” 

Claude Schaffner of the Claude 
Schaffner Advertising Agency, New 
Haven, Conn., took a different view. 

“An ungetaroundable fact,” he de- 
clared, “is that if you want to sell 
abroad, you have to buy abroad. The 
whole thing arises out of our national 
nearsightedness in erecting a high 
wall against imports and keeping it 
in repair! If we had reduced tariffs 
a little each year, by this time there 
would be no problem. We never look 
ahead until we hit a road block. And 
boy, have we hit one now! 

“You can no more induce a dealer 
to refuse to sell what his customers 
think is a good buy than you can fly 
a kite in a cellar. 

“I can think of only one ‘out.’ 
Prices just have to come down on 
everything and without sacrifice of 
quality. Everybody will have to help 
—make the car go a year longer, 
pass up the beer in the supermarkets, 
buy less merchandise on long-drawn- 
out payments, work longer hours, go 
easier on demands for fringe bene- 
fits.” 

Congressmen reply. Many congress- 
men wrote to express their opinion 
about the import problem and tell 
what they are doing to help solve it. 
Rep. Cleveland M. Bailey (W. Va.) 
said he would present the facts con- 
tained in American Lumberman’s ar- 
ticle in a special order, which he 
would deliver during a special House 
session. 


Three congressmen enclosed cop- 
ies of bills they have introduced to 
give relief to domestic manufacturers. 
These were Sen. Harrison A. Wil- 
liams, Jr. N. J.; Reps. James C. 
Oliver, Me. and Harold T. (Bizz) John- 
son, Calif. 

Some comments by other congress- 
men follow: 

“One of the biggest factors in the 
price structure of most manufactured 
parts is the cost of labor. American 
workers have, through a long and 
hard fight, achieved very high stand- 
ards of compensation and fringe ben- 
efits. When we force the products of 
such high price labor into competition 
with the products of very low cost 
labor, the contest is hardly fair. 

“To meet it within a given industry, 
American workers will have to re- 
treat to the wage levels which they 
endured years ago. If we make our- 
selves dependent upon the products of 
another nation, the laboring people 
of that nation will, of course, seek 
higher standards. As they achieve 
them, the price of their products will 
increase and we will eventually find 
ourselves paying a high price for the 
products plus the cost of long-distance 
transportation. 

“I favor adequate protection for any 
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American industry and I do not care 
to see the rights of American business 
and labor subverted purely because 
of supposed diplomatic consideration.” 
—Rep. William G. Bray, 7th Dist., 
Ind. 

“Labor must weigh its future en- 
dorsement of the foreign program. 
It must conduct an intelligent survey 
of the industries suffering through 
the operation of the foreign program. 
American industry must not be sub- 
jected to competitive foreign-made 
goods at low labor costs—all financed 
by American money.”—Rep. Roland 
V. Libonati, Chicago. 


“I have discussed the problem per- 


sonally with some of the leaders of the 
plywood industry. It is certainly my 
hope that the necessary relief will be 
forthcoming.”—Rep. Marguerite Stitt 
Church, 13th Dist., Ill. 


“The problem described in your 
article is one-of the reasons why | 
have voted against recriprocal trade 
agreements.”—Rep. August E. Johan- 
sen, 3rd Dist., Mich. 


Sen. Warren G. Magnuson (Wash.), 
chairman of the Committee on In- 
terstate and Foreign Commerce, said 
the complete article on imports is 
being studied by his staff in connec- 
tion with a general survey of foreign 
commerce now underway. 
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FARMER EARL HAMRE pulls lock pins from ceiling and floor be- 
fore shoving partition along overhead track in his new hog 


finishing house. 
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Hog Finish House Wins Farm Contest 


The farm building you see here, 
supplied by the Fish Building Supply 
Co., Middleton, Wis., won first prize 
of $1,500 in a contest sponsored by 
Farm Journal magazine and the Na- 
tional Lumber Manufacturers Associ- 
ation. 

It is located on the Hamre Broth- 
ers farm in Columbia County, Wis. 

Partitions between sleeping and 
feeding areas move back as pigs 
grow (see floor plan). Overhead augurs 
dump feed through automatic weigh- 
ing devices into feeders. Rear gates 
open into service alley and scale 
room. 

Other features of the modern farm 
building include overhead spray noz- 
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zles for cooling; feeding floor slopes 
into power-cleaned gutter heated by 
pipes in winter. 

Blueprints are available from Dept. 
of Ag Engineering, University of 
Wisconsin, Madison, Wis. 

Big market. The contest showed 
that farmers are eager for building 
ideas which will save labor or im- 
prove efficiency. Those were the two 
major reasons for making the im- 
provements entered in the contest, the 
farmers said. 

“It is obvious that farm buildings 
today are expected to do the same 
thing around the farmstead that the 
balers, the combines and the sprayer- 


planters are doing in the field,” said 
Lane Palmer, managing editor of 
Farm Journal. 


About 25% of every dollar spent 
on farm building improvements goes 
for lumber and millwork, according 
to contest tabulations. Farmer con- 
testants spent nearly $1 million with 
retail lumber dealers for the projects 
entered in the contest. 


$10,000 was awarded to the prize 
winners. The hog finishing house 
above won the Class B category, 
which included projects on which 
more than $500 was spent in lumber 
and materials. The second prize win- 
ner is shown on the next page. 
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TO LOAD OUT, you close ports and pull bottom sides to get 
desired blend. 


Prize-Winning Storage 


An easy-in, easy-out grain storage system you see here 
won $750 as second prize in the recent farm improvement 
contest sponsored by Farm Journal and the National Lum- 
ber Manufacturers Association. 

Built on the Earle Hanselman farm in Humboldt County, 
Iowa, materials were furnished by Thompson Yards of 
LuVerne, Iowa. 

To store, farmer Hanselman shells into a dump pit. Floor 
augur, pictured above, pulls grain inside, 12” elevator lifts 
it into 6” overhead augur which has ports that open to fill 
either of six bins. 
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AUGURS CARRY GRAIN UP and out into unloading wagon. 
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The Transit Lumber Car 


Some people blame transit shippers for the rail car shortage. 
But the transit men claim the opposite—they say transits 


solve the car shortage problem. 


RANSIT SHIPPING of lumber 
products can contribute sub- 
stantially to a car shortage, 

charges G. H. Shafer, general traffic 
manager, Weyerhaeuser Sales Co. 

(A “transit” is a car of lumber load- 
ed and shipped without a definite 
buyer waiting for it at the other end.) 

“Transit shipments are delayed in 
transit by three methods,” Shafer told 
American Lumberman. “They may be 
routed in round-about ways, they 
may be given ‘slow movement’ treat- 
ment by the railroads or the cars may 
actually be held for some days along 
the way. 

“This undoubtedly is consuming car- 
days at an alarming rate,” asserted 
Shafer. 

He said the practice is under in- 
vestigation by the Interstate Com- 
merce Commission and at least two 
cases have been filed in federal courts 
against railroads indulging in some of 
the practices. 

“It is hoped a method will be found 
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to eliminate the abuses,” he said. “The 
railroads should not permit freight 
cars to be used as warehouses for un- 
sold lumber and become a part of 
the wholesalers’ sales force.” 


The delay in moving transit lumber 
cas from west coast to east coast is 
designed to give shippers ample time 
to sell the cars before they arrive at 
the east coast. 


Large volume involved. Authorities 
on lumber shipping estimate that near- 
ly half of all the carloads of lumber 
products shipped out of the Pacific 
Northwest last year were transit cars, 
put on the rails unsold. ICC data 
shows that in 1957 there were 305,- 
000 carloads of lumber, shingles and 
lath shipped out of the five-state lum- 
ber producing region of the Pacific 
Northwest. Approximately 40% of 
these cars contained green dimension 
lumber or 122,000 cars. Green dimen- 
sion is the leading item _transit- 
shipped. One transit shipper estimates 
that approximately 100,000 cars of 


green dimension were transit-shipped 
during the year or 80% of the green 
dimension total. 

Transit rebuttal. Transit shipping of 
lumber makes the most efficient use 
possible of existing freight car sup- 
plies, according to an official of one 
of the largest of the nation’s transit 
shippers. 

Bob Taylor, partner and credit 
manager in Timberlane Lumber Co., 
Eugene, Oreg., claims that rather than 
wasting freight car space, this lum- 
ber marketing practice actually puts 
cars to work and brings them back for 
re-load much faster than waiting for 
firm orders at the mill. 

“It is only because we transit ship- 
pers have not organized ourselves in- 
to a trade association to represent us 
that we are the constant target of 
people seeking to put us out of busi- 
ness,” he said. 

“When the Interstate Commerce 
Commission studied railroads’ han- 
dling of cars of lumber sold in transit, 
it did not make a study of the actual 
savings in car days that this system 
brought. And it is almost unbeliev- 
able that no consideration was giv- 
en to the fact that most transit cars 
are sold before arrival on the east 
coast. Nor are they often given ‘cir- 
cuitous routing’. 
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What You'll Find in a Transit Car 


Out of an estimated 120,000 rail cars of green dimension lumber 
shipped out of the Pacific Northwest annually, about 100,000 are be- 
lieved to be shipped on “in-transit” basis. 















How do mills and shippers decide what these transit cars are to hold? 
This question was asked of Russ Fryburg, partner and sales manager of 
Timberlane Lumber Co., Eugene, Oreg., one of the largest transit 
shippers. Here is his reply: 
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“When you view the effect of ship- 
ping cars in transit, you realize its rel- 
ative insignificance in the entire car 
supply picture. 

“Many of the opponents of transit 
shipping would have you think it 
should be outlawed to reduce a car 
shortage. On the contrary, such ac- 
tion would certainly increase the se- 
verity of car shortages.” 

Taylor pointed out that (1) transit 
cars are loaded fuller than firm-or- 
der cars of lumber; (2) transit cars 
are primarily green dimension cars 
and do not need preferred loading in 
double door or damage-free cars; (3) 
the transit car may be loaded direct 
from the green chain at the mill, sav- 
ing loading time and possible detaining 
of a car for some specified item to be 
manufactured. 

“There are other factors which con- 
tribute far more to car shortages than 
does transit shipping,” Taylor said. 
“For example, on February 1, 1959 
there were 156,544 freight cars that 
were considered ‘bad order’ and wait- 
ing repairs. This was an increase of 
55,000 cars over the same date a year 
ago. 

“Compare the 100,000 transit cars 
shipped out of the Pacific Northwest 
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aint or Sinner? 


last year with the number of cars 
held at destination for longer than the 
48-hour free unloading period. In 
January, 1959, 18.14% of all freight 
cars were held past this free period 
and demurrage paid on them. 

“This means that out of 422,036 
cars on hand, waiting to be loaded or 
unloaded, 76,574 cars were held into 
demurrage time. In comparison, on 
any given day the number of cars of 
lumber in transit would come to 
around 2,700 cars. Nearly 80% of 
these are diverted to a buyer or taken 
out of delayed service before they get 
to a diversion point.” 

Taylor pointed out that if the right 
of the railroads was taken away to 
give delayed service to transit cars of 
lumber, it would have to be replaced 
by a “somewhat disorganized circuiti- 
tous route as provided by railroad tar- 
iffs.” 

“Railroads are justified from a busi- 
ness standpoint in providing special 
service for handling carload lots of 
lumber and such handling will help 
the car supply situation rather than 
hinder it,” Taylor said. “It not only is 
good lumber merchandising, but it is 
good transportation business for the 
railroads and increases the utilization 





Fryburg’s list is based on lengths most popular in home building 
coast to coast; it was computed after considerable study of dealers’ 
firm mill orders. Mills are given this list and govern their carloadings 
by it. “Cars for transit are not loaded hit-or-miss,” Fryburg explained. 








of their rolling cars,” he pointed out. 


How transit shippers work. In the 
Pacific Northwest and _ elsewhere 
there are wholesalers who deal in 
transit cars, some of them exclusively. 
The sawmill is given a price guarantee 
or floor, usually the prevailing mar- 
ket price, with the agreement that if 
the transit firm can get more money, 
the mill also will benefit. Sometimes 
the lumber is bought outright and the 
transit firm takes the profit if it sells 
for more. 

In all cases, if there is a price drop 
so that less than the floor price is re- 
ceived by the transit shipper, it is not 
the sawmill which cut and loaded the 
lumber that loses, but the transit ship- 
per. 

Transit shippers circulate lists of 
carloads of lumber, unsold and rolling 
eastward, with as many as 150 to 200 
cars listed for sale. At an average of 
$2,000 per car, and allowing less for 
low grade cars, which may be worth 
$1,200 to $1,500, a transit firm may 
have a minimum of $250,000 worth 
of unsold lumber rolling at one time. 
There are several of the larger transit 
shippers which sell as high as $10 mil- 
lion per year; in peak production sea- 
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son they may have monthly sales of as 
high as $1 million. 

“Probably in times like these all the 
lumber cut would be bought at good 
prices on firm orders if the transit 
business were cut out tomorrow,” 


commented one west coast wholesaler. 
“But if the sawmills want to protect 
themselves against market drop, and 
if the transit shippers are willing to 
assume the risk, I cannot see why 
transit shipping should not continue.” 


What Dealers Think of Transits 


A recent survey of the lumber buy- 
ing habits of dealers suggests that 
many retail yards receive lumber 
which has been bought in transit with- 
out realizing it. 

Very few of the dealers inter- 
viewed said they depend to any great 
extent on transit cars, either for in- 
ventory or for filling rush orders. Who, 
then, buys the huge volume of 
transits shipped? Chances are these 
same dealers do, possibly without 
kno-ving it; the transits are received 
by their wholesalers. 

Typical of many are the comments 
of Herbert P. Jordan, president of 
the big Jordan Lumber Co., Mem- 
phis, Tenn. 

“We buy about 15 transits a year 
out of a total of about 150 cars 
purchased,” Jordan said. “This is 
about the usual percentage of trans- 
its we purchase for inventory. 

“On special orders, we depend on 
regular wholesalers although at times 
we may have a customer with a spe- 
cial need and a transit car may turn 
up to fill it. 


“Transit car lists are much better 
than they were in the late 1940s. On 
the whole, our experience with trans- 
its has been good, although somewhat 
limited.” 

In contrast, Frank Lake of Atlanta, 
Ga., head of the Frank G. Lake Lum- 
ber Co., quit buying transit cars 
about four years ago. Today, he 
would consider transits only if “in a 
tight squeeze” for lumber—that is, if 
the lumber he needs cannot be ob- 
tained from his regular sources. 

“We felt we had to take too long a 
chance, qualitywise,” he said. “Quali- 
ty was not consistent. Of course, our 
experience isn’t current.” 

Charles Hummer, of Hummer & 
Green Lumber Co., Chester, Penna., 
gets most of his lumber by ship, 
since Chester has a fine port and lum- 
ber concentration yards give excel- 
lent service. 

“We bought about 25 transit cars 
last year,” he said. He figured this was 
about 5% of his volume last year, 
mostly Douglas fir. 


A similar situation is seen in the 
Boston area, where most lumber sold 
in the region’s retail yards comes by 
water to Castle Island concentration 
yards. 

“We don’t depend on transits here 
except for emergencies,” commented 
the head of a large multi-yard firm. 
“And the emergency has to be genu- 
ine. We bought only about 150 trans- 
it cars last year out of the thousands 
of feet of water-borne lumber we 
sold. 

“In this limited experience, we’ve 
found the quality of transit cars is 
much improved over past years,” he 
said. “The transit shippers seem to be 
taking their responsibility very seri- 
ously and are demanding that mills 
maintain transit car quality as the best 
way to sell their product.” 

Florida dealer Lucien Renuart, ex- 
ecutive vice-president of Renuart 
Lumber Yards, Inc., Miami, reports 
his transit purchases last year were 10 
cars out of a 600-car total. 

“I think if transits are loaded to 
take care of the needs of dealers, 
more people would buy them,” he 
said. “Most shippers seem to load 
cars regardless of the needs of the 
lumber yard. They just load because 
they’ve got a surplus of something 
and want to get rid of it. 

“The only thing we buy in transit 
car shipments is framing,” he added. 

Dealers in the Omaha, Neb., area 
buy only a small percentage of their 





ORDER NOW—FROM CLEVELAND 
PLYCLIPS 


Eliminate wood blocking on plywood 
roof construction. Extruded aluminum 
alloy. 5 sizes from 3/8" to 13/16". Send 
for Plyclip brochure. 


Developed and tested 
by Plywood Research 
Foundation. 


STRONGER JOINTS 
AT LOWER COST— 


CLEVELAND 3-WAY 
FRAMING ANCHORS 


Faster more rigid framing—nails 
act in shear for greatest strength. 
No toe nailing! No splitting! 


3 styles—I8 gauge galvanized steel 


MORE THAN 50 TOP-QUALITY BUILDING PRODUCTS 
WRITE FOR CATALOG—OR SEE IT IN SWEETS 


CLEVELAND STEEL SPECIALTY CO., INC. 


ESTABLISHED 1924 — 3771 EAST 91st STREET, CLEVELAND 5, OHIO 


Circle No. 25 on Handy Cover Card 


TWO NEW 
SERIES OF 
PAINT 
SPRAY 
GUNS 


duction models. 


38 night) 
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THE 
CAMPBELL-HAUSFELD 
COMPANY 
281-E Railroad Ave., 
Harrison, Ohio 


HAUSFELD 


announces a Complete Line for ’59! 


' EIGHT 
COMPRESSOR 
SERIES 


. over 2 dozen 
models to choose 
from. Hi-volume, 
mobile or station- 
ary tank units. 


. . . for all materials and fin- 
ishes. 9 models available rang- 
ing from Home Workshop type 
to Professional and Hi-Pro- 


PLUS... compLere accessory EQUIPMENT—material 
tanks, regulators, respirators, hose and fittings. 


Write today for New Catalog cu-100! 
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lumber needs from transit lists, Amer- 
ican Lumberman was told. Typical 
was the big Updike Lumber & Coal 
Co., Omaha. 

“We buy transits only occasional- 
ly,” said J. W. Hanley, assistant to the 
president. “When we buy we depend 
on the reputation of the shipper, not 
on the description of the car’s con- 
tents. We've never been stung.” 

“We don’t rely on transit cars for 
special orders,” said Morris Koom, 
head of Micklin Lumber & Building 
Department Store, Omaha. “Our own 
experience with transit cars has been 
very good, but we’re very cautious. 
Our most reliable information comes 
from lumber salesmen who call once 
or twice a week.” 

A different attitude is shown by 
William E. Richards, general man- 
ager, Johnson Cashway Lumber Co., 
Omaha. 

“Last year we bought about 230 
transit cars out of 700,” he said. “That 
was more than the year before. We 
buy most heavily when the market is 
in distress. Car description is more 
important than shippers’ reputations.” 

Richards said he depends on transit 
shippers’ lists rather than on whole- 
salers to select transit cars. 

Likes wholesalers. “We're on the 
mailing lists of too many transit deal- 
ers,” said R. B. Hooper, lumber buyer 
for Oxboro Lumber Co., Blooming- 
ton, Minn. 

“We'd rather deal through whole- 
salers so there’s someone to back up 
the product. And we must know the 
contents of the car; our yards are 
small, so we must know the contents 
of the car.” 

Hooper said he depends for infor- 
mation on the lumber salesmen from 
specific mills. 

Harry McCray, president of Dan- 
iels-McCray Lumber Co., Kan- 
sas City, Mo., on the other hand, buys 
transit cars regularly direct from 
transit shippers. 

“Currently transits make up about 
30% of our purchases. However, we 
find there is real value in personal 
contact with a salesman,” he said. 
“We find descriptions of the contents 
of transit cars invariably accurate 
and dependability uniform.” 


Holds inventory down. Edward Ta- 
felski, co-owner of Southfield Lum- 
ber Co., Detroit, reports he buys al- 
most all his needs from transit lists. 

“Out of 20 cars bought, 18 will be 
transits,” he said. “We don’t have to 
stock so heavily. The reputation of 
the shipper is important to us; since 
we can’t know them all, we rely on 
our local wholesalers to advise us. 

“We rely on transit shipments for 
75% of our lumber, but we order it 
through local wholesalers,” said Phil- 
lip Helfman, owner, Atlas Lumber 
Co. and Filmore Lumber Co., Detroit. 
“Only our shed stock and special or- 
ders are direct mill shipments.” 


Valuable service. “Transit shipments 
of lumber perform a valuable service 
for lumbermen,” said J. Pabst, owner 


of Pabst Lumber Co., Houston, Tex. 
“Their true importance to us lies in 
their availability when we need them 
most—when lumber is moving fast 
and we're running out of certain 
items.” 

A negative point of view was ex- 
pressed by Russel Shepherd, owner of 
the LaPorte (Tex.) Lumber Co. 

“I won’t say I will never buy transit 
car shipments again, but I strongly 
doubt it,” he said. “They serve a real 
need for some lumbermen, but I’m 
not one of them. For me, it’s better 
business to select my building materi- 
als personally. Experience has taught 
me I am far wiser to make my own 


selections than to rely on a miscel- 
laneous shipment.” 

The big Carter-Jones Lumber Co., 
Akron, Ohio, buys about half of its 
needs in transit car form, according 
to Ross Insworth, vice-president of 
Carter-Jones’ inland wholesale divi- 
sion. This is down from _ previous 
years as a result of smaller demand in 
the area, an outgrowth of local reces- 
sion. 

At nearby Hudson, Ohio, the Turn- 
er Lumber Co. looks to wholesalers 
for lumber, said P. J. Kibler, who 
buys no more than one or two transit 
cars per year. 
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TARTER, WEBSTER & JOHNSON 


ARE MANUFACTURERS AND DISTRIBUTORS OF 


Sugar and Ponderosa Pine Shop and Selects 


Sugar and Ponderosa Pine Boards 
Douglas and White Fir Shop and Selects 
© Douglas and White Fir Dimension and Boards 


incense Cedar Boards 


Redwood Siding and Finish 
Ponderosa Pine and Fir Mouldings 
Pine Sash and Panel Doors 


In addition WED ore actively engaged in the 


procurement and distribution of all West Coast lumber 
products and maintain buying offices in producing areas 
to give the trade complete one-call service. 


Tarnrer. Western & Jounson., Ive. 


P.O. BOX 3498 
San Francisco 19, California Wea) 


PRospect 6-4200 
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In the past 21 years, the manufacturers of 
DFPA trademarked plywood have invested 


$27,465,580 to 


...and another $4,500,000 will be spent in 1959 


The market for fir plywood that you enjoy today is a direct result of these 
continuing quality, research and promotion programs established and paid for 
by manufacturers of Douglas fir plywood whose product bears this DF PA tested 


quality trademark. 


ir Ph 


| TESTED 


‘QUAL. IY 


Te ee 


This is what the trademark means to you 


QUALITY CONTROL including FIELD PROMOTION by 60-man 
both factory inspection and labor- force. 
atory testing. 


NATIONAL ADVERTISING in trade 
and consumer publications. FHA and BUILDING CODE work to 
assure plywood acceptance. 


SALES AIDS for dealers. 


PUBLICITY in newspapers, maga- 


nen ee TV RESEARCH and ENGINEERING, 
DIRECT MAIL ADVERTISING to including technical assistance to 
your best prospects. architects and designers. 


The results speak for themselves—since 1938 fir plywood sales by dealers have 
increased ten-fold. They have more than doubled in the past five years, and even 
in last year’s “recession” sales actually increased 16.1 per cent. 


STOCK AND SELL ONLY DFPA TRADEMARKED PLYWOOD 
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build markets for you 





HERE’S PROOF DFPA PROMOTION PACES YOUR SALES 





1959: $4,500,000 8 1959: 7,000,000,000 sq. ft. ___—-@ 


APPROPRIATED 


DFPA 
SALES PROMOTION FIR PLYWOOD SALES 


1938: 4 1938: 
$200,000 650,000,000 sq. ft. 

















..-it means quality you and your customers caff trust; and is backed by promotion that assures profitable turnover. 
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" STEEL-FRAME WAREHOUSE of Molumco 
| Cashway has fork lift operations at right 
and decked section for storage of floor- 
ing, left. Guard rails may be removed for 


fork lift. Customers pick materials escort- 


ed by salesman, go to office to pay, then 
load their own orders. 


if 


= 
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Quality Materials at Cash-Carry Prices 


Veteran New England lumberman opens cash yard, which is entirely 
separate from his service yard in another city. 


Quality 


dimension and finish lumber is sold. 


Located within easy reach from 


GEORGE MOORE explains his policy of 
selling only top grade kiln-dried lum- 
ber. Stacks similar to this run for 200 
feet in shed cross from warehouse. Each 


stack is marked for size and length. 


52 


for cash is the central 
idea behind Molumco Cashway, Inc., 
Foxboro, Mass., where only kiln dried 


both Boston and Providence, R. L, 
the yard is one of the first cash-and- 
carry setups in New England. The 
name Molumco is _ derived from 
Moore Lumber Co., a conventional 
yard which has operated for many 
years in Ayer, Mass. Both are owned 
by George Moore. 

Consistent with selling only high 
grade lumber, the yard carries brand 
names of all other merchandise, such 
as Andersen windows, Gregg kitchen 
cabinets, Dexter locks, Morgan miil- 
work. 

On most materials there is only one 
grade. This saves storage and inventory 
problems and contributes to the low 
operating expense for the yard, Moore 
explains. 

Delivery charges. Service fees are 
conspicuously posted and closely fol- 
lowed. For example, delivery rates 
are posted as follows: 

DISTANCE 
1-12 mi. 13-20 mi. 21-30 mi 
1) Common carrier or 


company truck 
collect. Minimum . .$5 $6.50 $8 


2) Or percent of invoice, which- 
ever is largest 4% 5% 6% 


$6 M 
. %¢ ea. 
$2 M $2.50 M $3M 


Moore explains that even with the 
delivery charges included, the low 
operating expenses of the yard makes 
it possible to give substantial savings 
for quality materials. 

For instance, premium kiln dried 
2x6 west coast dimension, 8’ and 20’ 
lengths, sells for $125 per M, based on 
1,000 bd. ft. or more. This compares 
to about $140 per M charged by 
most conventional yards in the area. 
Markdowns from conventional yard 
prices will run between 15% and 
20%. 

Returns. A 10% handling charge 
is made on returned material, which 
must be brought back by the cus- 
tomer. No returns are allowed on 
any of the following: moldings, di- 
mension and timbers; finish lumber, 
sheathing, special orders on merchan- 
dise not stocked; paneling, plywood, 
assembled window units and broken 
bundles or cartons. A deposit of 25% 
of the value is required on all special 
orders. 

Customers are escorted through the 
yard by a salesman who stays with 
the customer until he departs. The 
customer loads his materials himself 
or arranges with a carrier. All items 
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are listed on the spot by the salesman. 
With choices made, both customer 
and salesman return to the office, 
where invoice is made and payment 
received. 
Arrangements will be made with 
contractors, who deposit sums at the 
beginning of a month and draw on 
the balance. 
One counterman handles all paper 
work. A master loose-leaf ledger lists 
all materials received. Copies of in- 
voices from yard sales are posted dai- 
ly. 
Molumco’s main warehouse is a 
70’x300’ Pruden steel framed struc- 
ture with two doors on either side, 
in addition to the end doors which 
measure 166”. Customers drive in for 
loading. 
One side of the warehouse interior 
is bins for sheet materials; the other 
side for pallet operation. An exterior 
feature is a 12’ overhang on either 
side for outdoor lumber storage. 
In line with other cash yards, Mo- 
lumco promotes its priced merchan- 
dise with 4-page direct-mail flyers. 
Plans are to issue the mailers on a 
quarterly basis. The promotion piece 
lists mileage to the yard from nine 
major towns, 4 to 19 miles distant. 
The initial promotion message com- 
pares the cash yard idea to food su- 
permarts, chain stores and discount 
appliance houses. It is directed to 
builders, contractors and homeowners. ai 
Pinte ig Be apie kB DECKED STORAGE provides for sheet materials and assembled window storage. All 
cam vue. agen igoe an heights are based on reach of the fork lift. Only most popular materials are stocked 
Corp. cash-and-carry system as Orig! at the cash yard, which reduces operating expenses. 
nally described in American Lumber- 
man, From these studies, he con- 
cluded that there is a need for both 4 
cash yards and service yards, but that CASHWAY STRUCTURES 
they must be operated separately. He ‘ consist of 200’ lumber 
will continue his business in Ayer as a shed in background and 
conventional service yard. The two eg main warehouse, 70’ x 
yards are 40 miles apart. ' 300’, right. Overhang of 
“3 12’ allows for outside 
- storage. 


*“*A"’ FRAMES are used 
for storage of mold- 
ings and trim. Clear 
span feature of ware- 
house aids in such 
storage where 20’ 
lengths can be placed 
on end. 


wee 
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Specifications and market data for products you can sell 





new PRODUCTS 


Sliding Door Hangers Adjust Automatically 


Use Inquiry Card 
on Back Cover 
for More Facts 


STERLING’S revolutionary Micro-Cam ANOTHER new hanger by Sterling is the Micro-Disc, 


hanger for bypassing doors eliminates the 
time-consuming procedure of having to 
loosen hangers and slide door up and 
down by hand. The hanger attaches to 
the door with only two screws, which 
never have to be loosened or removed. To 
plumb the door, simply turn nylon Mi- 
cro-Cam with a screwdriver or even a 
coin to provide precise adjustment. This 
automatically raises or lowers doors to 
desired height in perfect alignment with 
jamb. 

Market data. Micro-Cam hanger for slid- 
ing doors retails at $2.25 per pair. Avail- 
able from more than 3,000 wholesalers, 
it is primarily an item for contractor 
sale. Dealer sales aids include demonstra- 
tors and literature. John Sterling Corp., 
Dept. AL, Richmond, II. 


which provides a simple method for plumbing pocket 
doors. The new pocket door hanger for sliding doors 
has a disc adjustment that iowers and raises door by 
simply turning disc with a screwdriver. Even after 
door trim is installed, hanger adjustment may be made 
to plumb door with jamb with a screwdriver (see in- 
set). Adjusting disc is in plain view and easily aces- 
sible. Hanger has twin 1” wheels with oiled-for-life 
bearings. 

Market data. Micro-Disc pocket door hanger for slid- 
ing doors retails for $3.75 a pair. Available from over 
3,000 wholesalers, it is packaged complete with pocket 
door frame. Sales aids include demonstrators and 
literature. The hanger is primarily an item for con- 
— sale. John Sterling Corp., Dept. AL, Richmond, 
ll. 
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(For more new products, see page 56) 


Cost-Saving Door Latch 


Is Surface Mounted 


SURFASET HARDWARE developed by Stanley permits the 
setting of interior doors over openings rather than in them. The 
latch mounts in wall adjacent to opening; strike is surface 
mounted on door; hinges are surface mounted on door and wall. 
Cost-saving features of Surfaset are many: door does not have 
to be trimmed to fit opening; no finish jambs or wood trim are 
required; only a rough cut in stud is needed for latch, which 
may be inverted for left or right-hand door mounting. Surfaset 
fits single stud, double stud or panelized construction, any wall 
thickness and any door thickness down to 1”. Surfaset features 
a straight push-pull action; no knob to turn. Door swings 100% 
clan of opening. 
Market data. Suggested retail price of Surfaset Hardware with 
privacy lock is $e. 95; without privacy lock, $5.95. Available 
from distributors, it is packaged one set per box. Dealer sales 
aids include catalog sheet, working model, installation instruc- 
tions and national advertising. Stanley Hardware, Div. of The 
Stanley Works, Dept. AL, 111 Elm St., New Britain, Conn. 
Circle No. 202 on Handy Cover Card 
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Single Source 


So you can 


SELL THEM ALL! 


‘EeZ Doors Windows « Siding * Awnings 


Here’s the dream situation you have always been 

looking for . . . a single, dependable source of supply, 

big enough to service all your needs, experienced enough to 
give you products absolutely tops on the market .. . 
TEXTRON METALS. No where in the market can you 

find a more reliable, progressive organization to furnish 

you with a complete range of Aluminum Home Improvement 
products. Dealers everywhere recognize TEXTRON 
METALS Doors, Windows, Siding and Awnings 

as tremendous products for profit. And, the big PLUS is 
the powerful promotional support you get with TEXTRON 
METALS. A unique PREMIUM PROMOTION featured 
in national magazines will be launched this Spring, 

designed to bring specific inquiries TO YOU. So join the 
dealers who are profiting with TM products and the TM 
national promotions. Fill out the coupon . . . mail it today. 


TEXSZTRON METALS Company 
39 James Street, Girard, Ohio 


TEXTRON METALS prod- 
ucts bear the GOOD HOUSE- 
KEEPING Seal of Approval. O” Guaranteed by 


Look for the TEXTRON \ Good Housekeeping 
METALS “PREMIUM Sésonms wii 
PROMOTION?” in national a 
magazines this spring. 


TEXTRON METALS Company Dept. L, 
39 James St., Girard, Ohio 


Please send me information on the TM “SELL THEM ALL LINE,” and 
TEXTRON METALS tremendous Spring PREMIUM PROMOTION 
Program. 


DOORS WINDOWS SIDING AWNINGS 
EEE ETE a ae eee ie Position....... 
Company 


0S” Ste TEAL SALOON 











NEW PRODUCTS 
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A Sprinkle-On Cement Color 


Called Topper, a new cement color is 
easy to use. Just rod off fresh cement, 
sprinkle on Topper, float and finish in 
the usual way and that’s all there is to 
it, says maker. The cement is beautifully 
colored in nine standard colors, including 
tile red, mahogany red, Nile green, foli- 
age green, desert tan, sunshine yellow, 
tropic orange, patio brown and raveu 
black. The color also is permanent and 
fade-proof, maker states. Topper is said 
to be flint hard and provides an Ys” top- 


ping. 


Market data. Packed in 10-pound and 40- 
pound pails, Topper combines built-in 
hardeners, wetting agents, uniform aggre- 
gates and metallic oxides. Available now, 
it is an ideal item for both do-it-yourself 





“47 YEARS" 


Since 


PAMUDO 


1912 


Specializing in 


PLYWOOD 


+————] + ————— 
andi Rough Interior aa Exterior 

















DFPA and CERTIFIED 
GRADE STAMPED 
STRUCTURAL SHEATHING 
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Sales Agents for 


HARDEL MUTUAL PLYWOOD COMPANY 
HUB CITY PLYWOOD COMPANY 


TACOMA—P.O. Box 1589. Ph. MArket 7-4108 
CHICAGO 38, IIl.—4900 S$. Merrimac Ave. 
KANSAS CITY 8, Mo.—1525 W. 31st St. 

ST. PAUL 14, Minn.—2235 Territorial Road 
BALTIMORE 31, Md.—1407 Fleet St. 
ELIZABETH, N. J.—P.0. Box 244 
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@ CARLOADS FROM MILL 
@ TRUCK SHIPMENTS 
FROM BRANCHES 
e USUAL DISCOUNTS 
TO QUALIFIED DEALERS 


LUMBER AND LUMBER PRODUC;S 
MOULDING CUT TO SIZE 
INDUSTRIAL PLYWOOD 

CUT DOOR STOCK AND 

STOCK MILLWORK 


Coit, CUT STOCK * MILLWORK 
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and contractor sales. Dealer sales aids 
include consumer handouts, color cards 
and a break-off display piece. A direct 
mail program also is available to dealers. 
Geo. B. Smith Chemical Works, Inc., 
Dept. AL, Maple Park, Ill. 
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Bump-it Door Latch 


Bump-it solves the problem of un- 
latching and opening a screen door or 
storm door. When your hands are loaded 
with packages, patio refreshments or 
laundry, just bump Bump-it. The latch 
releases and out you go conveniently 
and safely. A combination door latch 
and door-wide bumper bar for screen 
doors, Bump-it is ruggedly built of 
heavy anodized aluminum and stainless 
steel. 

Market data. It installs easily on 
wood or metal storm-screen doors. It 
is an ideal item for both consumer and 
contractor sales. It also may be in- 
cluded as original equipment on doors. 
Bump-it retails for $4.98. Hiawatha Met- 
alcraft, Inc., Dept. AL, 3119 E. 26th 
St., Minneapolis 6, Minn. 
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Reel Sliding Glass Door Closer 


A _new patio sliding glass door closer 
eliminates the nuisance of manually 
closing sliding glass doors. Installation 
of the device is a do-it-yourself job re- 
quiring only two screws, says maker. 
Since it is spring-powered, the door 
speed can be set so the glass door will 
glide shut with a quick-and-firm or 
slow-and-gentle action. The closer is as- 
sembled for doors operating from right to 
left. To reverse operating direction, re- 


move the cover, reverse the mechanism 


(continued on page 58) 
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ADMINISTRATIVE OFFICES AND RESEARCH LABORATORIES, BUFFALO 5, N.Y. May, I9QS9 


AN IMPORTANT MESSAGE FOR YOU 
“MIRACLE PAINT” OR “MIRACLE ADVERTISING?” 








Dear Friends: 
The old maxim “ALL IS NOT GOLD THAT GLITTERS” comes to mind whenever 


we see the glittering ads for “miracle” outside house paints. Such claims as “Easy to apply... 


faster application,” may impress the casual observer. 


But since you, with a reputation to uphold, cannot afford to be casual, you must look beyond the glitter. 
Before you sell the new “miracle” outside house paints, take a long, searching look at the labels. 


**Easy to apply”, say the claims for “miracle” paints. T hey are indeed —under ideal conditions. 
y ; Ly y 


HOWEVER, most houses in need of repainting, have a heavily chalked wood surface, and 
on these the label recommends a prime coat first. WHY? Because “miracle paints” won't 


wet a chalky surface thoroughly enough to insure good adhesion. 


“Faster application” és another claim of the “miracles”... BUT two finish coats are recommended 


for best results. With linseed oil outside house paint one coat will do the job! 


The claims also boast “50% longer wear” for the “miracle” paint. T he obvious, unanswerable 
question is “longer than what?” This old advertising dodge of “tastes 50% better,” “grows 84% 
faster,” is, as usual, backed largely by fancy. 


In the Spencer Kellogg Research Laboratories our chemists are constantly testing all types 

of outside house paints for use on wood surfaces, including a number of those most recently placed 
on the market. Not a single one has been found to contain the combined values inherent 

in a good linseed oil outside house paint: application without costly preparation... 
one-coat hiding power ... excellent adhesion to wood ... excellent adhesion to weathered, 
chalky. surfaces... elasticity ...and gloss retention. 

You know better than we that customer satisfaction built your reputation. Your good name ts the 


life of your business. And linseed oil has proven itself to be the life of outside house paint, 


Your reputation will stand the test of time when you stock and sell linseed oil outside house paint 


—a time-tested, time-proven product. 


Sincerely, 


LINSEED OIL— “The Life of Paint” 


May 25, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 18 on Handy Cover Card 








NEW PRODUCTS 


(begins on page 54) 





and replace the cover. Closer then will 
operate on doors sliding from left to 
right. 

The closer will operate doors up to 
4’ wide and 6’8” high. It is 3%” in 
diameter and has an overall thickness 
of 13/16”. It has a rugged S’ stain- 
less steel aircraft control cable. The 
closer will fit new or present glass door 
installations. 

Market data. Suggested retail price of 


the closers are packaged in individual 
cartons; 10 cartons per tuck-up display 


box or 60 closers per case. Minimum beta 
dollar investment for a dealer is about | ~~ 


$40. It is an ideal item for both con- 
tractor and consumer sales. 
stuffers and catalog pages are available 


Envelope | 


to dealers. The Shelby Spring Hinge Co., | 


Dept. AL, Shelby, Ohio. 
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Four-Season Utility Tractor 


A brawny utility 7 hp rider that will 
perform big jobs on a budget 12 months 
a year is available. It’s ideal as equip- 


the closer is $6.60; the dealer price is 
$4.06. Available from hardware jobbers, 


ment for suburban gardens, 
truck farms, 


estates, 
as a second tractor on 





SUN RAY packs 


bright, new 


spark steel wool sales! 


Three new colorful Sun Ray Steel Wool 
packages stop the eye, start the sale . 
encourage self-service and impulse buying. 
Handy, informative packages suggest doz- 
ens of uses and the right grade for each 
job. Dependable quality of long, resilient 
strands of finest Sun Ray Steel Wool builds 
repeat volume for you. 

TWIN PACK with 16 layer-built pads di- 
vides into two complete 8 pad packages 
for sales flexibility. Available in 7 grades. 

3-IN-1-PACK holds assortment of 6 big, 
handful-size layer-built pads . . . two each 
of fine, medium and coarse grades of steel 
wool in each package. 
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ONE POUND BULK TUBES are economi- 
cal buy for home, shop and general indus- 
try ... available in 7 grades, also 3 grades 
of shavings. 

Order Sun Ray from your jobber today, 
or write for free descriptive literature to: 
THE WILLIAMS COMPANY, London, Ohio. 


Wil 


STEEL WOOL 


LAVER-BUILT PADS © JEX HOUSEHOLD PADS © BULK POUND TUBES 





large farms or for service stations. 

The rider has four attachments to 
enhance its use the year ‘round, a 42” 
snow and earth dozer blade, a roto-tiller, 
a rotary mower and a two-wheel metal 
dump-cart. 

Market data. Suggested retail price of 
the Midland 7 hp rider is $549.50. Of- 
fering a dealer discount of 20%, it is 
available direct from maker. It is an 
ideal item for both contractor and con- 
sumer sales. A special deal is available 
to dealers ordering three units. A wide 
selection of sales aids also are offered 
dealers. The Midland Co., Sub. of Out- 
board Marine Corp., Dept. AL, 1200 S. 
Rawson Ave., South Milwaukee, Wis. 
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A Door Homeowners Can Install 


A prehung, full-inch, extruded aluminum 
combination storm door, called Self-In- 
stal, is announced. Self-Instal is especially 
designed. for the do-it-yourselfer who may 
install it by using only a screwdriver and 
a simple instruction sheet. Every Self- 
Instal door is individually packed in an 
ery carton for over-the-counter 
sale. 

Market data. Suggested retail price of the 
Self-Instal door is $36.95. Available now 
direct from maker, it is an ideal item for 
both consumer and contractor sales. Deal- 
ers who order approximately 160 Self- 
Instal doors will receive free merchandis- 
ing aids plus a display. Sales aids also in- 
clude decals, consumer handouts and ad 
mats. Cooperative advertising allowances 
are available to dealers. Nu-Trend Alum- 
inum Products Corp., Dept. AL, 140 
Eileen Way, Syosset, L. I., N. Y. 

Circle No. 207 on Handy Cover Card 
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“JUST A FRIENDLY REMINDER To SUGGEST ‘SCOTCH’ | 
BRAND MASKING TAPE WITH EVERY PAINT SALE, FILBERT / 





“SCOTCH” and the plaid design ore registered trademarks of 3M Co., St. Paul 6, Minn. 


Miienesora (fining ano ]\fanuracturine company 
. ++ WHERE RESEARCH IS THE KEY TO TOMORROW 
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w. C. D. 


Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE — HEMLOCK 
DEFEND YOUR TRADE WITH 








MENOMINEE INDIAN MILLS 
Neopit, Wisconsin 


fried QUALITY LUMBER Xk 
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Every Handyman 
Needs a compact, 
easy -to-carry 


Drop Head Thread 


Display them for easy sales! 
Snap a die head in the ratchet 
ring . . . cut the thread .. . it’s 
as simple as that! That’s why 
your home and farm customers 
want a RIGID drop head 
threader for fast, easy pipe and 
conduit threading. Heads can’t 
fall out dies reverse 
quickly for close-to-wall 
threading. Finest quality 
RIGBID long wear- 

ing dies. Bolt and 

conduit dies 

available. 


Order from your 
Wholesaler! 


Hand Carrier Free With All Sets Except No. 12-R 
( Order in sets or any combination) 
oa __ Exposed Ratchet Type 
For pipe—“a"’ to 1’ —OO-R 
Ya"’ to 1%" —V11-R 
V"’ to 2° —12-R 


For bolts—4"" to 1°" —-00-RB 


Enclosed Ratchet Type 
For pipe— %"" to 1°" —O-R 
Y""’ to 1%" —11-R 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, 
Appalachian Hardwood products. Con- 
sult them on your next requirements. 


well-manufactured 





*Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension. 





Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Ocak, Walnut, Popler, Basswood, 

Beech, Cherry, Mahogany end Laven Lumber. Do- 

mestic and Imported Veneers. Hardwood Flooring— 

Ock end Maple Strips and Laminated Block and 
Special Pattern Flooring. 





* Homer Lumber Sales, Inc., Kenova, W. Va. 


Exclusive Sales Agents fer 
4. ?. Homer Lbr. Co., Inc., Kenove, W. Va. 
Homer Lbr. ‘Corp. Appalachia, Vo. 
M ers Appalachian Hardwood Lumber 








* Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 


APPALACHIAN HARDWOODS 
Circle No. 38 on Handy Cover Card 
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NEW PRODUCTS 
(begins on page 54) 





Build Your Own Picnic Table 


A_new and useful picnic table is the 
Bar-B-Nic Duo. It is ideally suited for 
grouping as two benches or may 
quickly converted into two snack bars 
or one picnic table. It is equally useful 
in a recreation room or on the patio. It 
features a walk-in design. 

All screws and fittings for complete 
assembly by the do-it-yourselfer are sup- 
plied with Bar-B-Nic. Basic hardware is 
lifetime strong, welded carbon steel tub- 
ing with rust-resistant plated finish. The 
table folds flat for winter storage. 

Market data. Suggested retail price of 
Bar-B-Nic hardware only kit is $22.50. 
Dealer provides customer with lumber 
cut to size. Sales aids include catalog 
sheet and assembly instructions. Olson 
Mfg. Co., Dept. AL, Albert Lea, Minn. 
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Easy-To-Build House Cupola 


A new line of Manor House Cupolas 


is available. In addition to the Mount 
Vernon shown in photo above there are 
three other models available, the May- 
fair, Moderne and Monticello. Each 
model is available in three different sizes. 

The cupolas are constructed of high 
grade kiln-dried lumber primed with a 
coat of blister-resistant white paint. Hea- 
vy, permanent roofs, including top 
caps, are of copper or heavy-gauge alu- 
minum. Wide-slatted louvers permit con- 
stant air flow. The cupolas are ideal 
for roof ventilating or use in conjunc- 
tion with circulating fans or air-con- 


ditioning units. Aluminum screen wire 
back of louvers prevents entrance of 
insects, animals or leaves. Cast alumi- 
num block top support gives sturdy an- 
chorage to weather vane. 

Market data. The Mount Vernon and 
Mayfair models also are available in 
easy-to-build kits. The kits contain all 
necessary parts, easy-to-follow instruc- 
tions and one side panel preassembled. 
The cupolas may be installed on any 
type roof using non-rusting screws. 
Scaffolding Co. of Indiana, Dept. AL, 
Warsaw, Ind. 
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Yard Kaddy for Garden Tools 


Called the Yard Kaddy, a new port- 
able storage center holds and hauls gar- 
den tools. The new device is a pl 
shaped container, 30” eg and 1842” i 
diameter, mounted on 10” semi- eg 
matic tires. It stores and hauls hoes, 
rakes, spades, shovels and cultivators. 
An attached box holds small tools such 
as clippers, trowels, weeders and gloves. 
The tool center also doubles as a king- 
size garden cart for hauling leaves. 
grass clippings and rubbish. A_ sure- 
grip handle permits easy pushing or 
pulling of the unit with one hand. 

Market data. Constructed of quality 
steel, the unit is available in red or 
aqua. It has a suggested retail price of 
$19.95. Usual dealer discount is 33% % 
from retail; a quantity discount also is 
available. Shipped kd, Yard Kaddy is pri- 
marily an item for consumer sale and it 
is available direct from maker. Instruc- 
tions are packed with each unit. There 
is nO minimum dollar investment for a 
dealer. Cooperative advertising allow- 
ances are available. Ferrco Products, 
Inc., Dept. AL, 5240 Smith Rd., Cleve- 
land 30, Ohio. 

Circle No. 210 on Handy Cover Card 


Railing Self-Adjusts for Steps 


Superior aluminum railings and ban- 
isters are designed with a new swivel 
action making them self-adjusting for 
steps. Lengths from 3’ to 12’ in straight 
or step railings are available, ready to 
install, or in a lineal length package 
with all the materials included necessary 
to make railings of numerous styles and 
designs. Matching scrolls and patio col- 
umns are available with single or double 
scrolls, cast rose and oak leaf inserts. 

Market data. Available now direct 


(continued on page 62) 
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THE SIGHT IS RIGHT WITH A 


Users of David White surveying in- 
struments get all their measurements 
on the button. They know they’re 
right, avoiding costly errors. You'll 
be right, too, if you use David White 
instruments. David White has been 
making surveying instruments for 
over 50 years. It is a well-known line 
that has high acceptance everywhere. 


For Contractors — Heavy- 
duty instrument for road 
and building construc- 
tion. Used to align piers, 
plumb walls, ascertain 
slopes — for tiling, gen- 
eral highway construc- 
tion, leveling of floors, 
laying angles. T8300 Uni- 
versal Builders’ Level- 
Transit. Includes new 
American-style, wide- 
frame tripod. Retails for 
$217.00. 


For Builders — A versatile, low-cost 
instrument for determining differ- 
ences in elevation, plumbing walls, 
laying angles, drainage. New 
streamlined styling. New fiberglass 
carrying case. T8007 Light Con- 
struction Level-Transit. Tripod in- 
cluded. Retails for $89.50. 


For Concrete Contractors — Used to 
measure elevations, lay out foun- 
dations, run lines, align courses, 
for grading. T8114 Builders’ 12-Inch 
Dumpy Level. Includes new Amer- 
ican style, wide-frame tripod. 
Retails for $169.00. 








NEW HAND LEVEL 


For rough estimates, paving, 
landscaping, laying out founda- 
tions, contouring. Rugged, light, 
one-piece plastic body, factory 
collimated, can’t go out of ad- 
justment. Accurate readings up 
to 100 yards. Builders, farmers, 
home owners — all prospects. 
5556 True Sight Hand Level, 
Only $2.95! 


Prices slightly higher west of the Rocky Mountains. 


DAVID WHITE INSTRUMENT COMPANY 


Dept. AL-2, 2051 North Nineteenth Street * Milwaukee 5, wisconsin 
Circle No. 33 on Handy Cover Card 


SENSATIONAL 
FREE GOODS 


YOU MORE THAN DOUBLE YOUR MONEY! 





MIRACLE 
BRITE MAGIC 


MIRACLE 
BLACK MAGIC 
ADHESIVE 

















YOUR SPECIAL BONUS PACKAGE CONTAINS: 





1 display (12 Tubes 2% oz.) 





4 extra 2% oz. ($.59 retail) Tubes... FREE 
PLUS 16 Tubes 2% oz. Sell for $9.44 
Costs you $4.25 





YOUR PROFIT | A SENSATIONAL 


$5.19 | 552%. 








as their fastest selling item. Customer ac- 


a sensational 55% profit on Brite Magic and 
VE Black Magic. Reported by store after store 
" ceptance and enthusiasm increasing! 





Easy-to-use nozzle for neater, 
faster application! 
Dramatic, eye-arresting displayv 





BACKED BY BIG ADVERTISING CAMPAIGN! 











MIRACLE ADHESIVES CORPORATION 


250 Pettit Avenue, Bellmore, Long Island, New York 
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ALUMINUM 
HARDWARE 


RUST-PROOF 
in BRASS, 


BRONZE 
or ALUMINUM 
FINISHES 


PADLOCK and HARDWARE CO. 


NCASTER, PENNA. 
ORDER FROM YOUR JOBBER 
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“*.,.and Alice, they worked for three hours 
and I didn’t smell a thing! 

The man said they used 

that New 


FORMIcx’ | 


SAFE-BOND* 


Contact Cement 











a 
Get SAFE-BOND* 


the versatile 


Contact Cement 


SAFE-BOND where you get 


4 ‘ i Na 
Dm) CONTACT CEMENT | ‘ 
q abt FORMICA’ 





lominated Plastic 


*Trade Mark FS-105 
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NEW PRODUCTS 


(begins on page 54) 











from maker or building supply distribu- 
tors, the Superior aluminum railings and 
banisters are ideal items for both con- 
tractor and consumer sales. Dealer dis- 
count is 50%. Dealer sales aids include a 
parts price list, envelope stuffers, ad 
mats and consumer brochures. Superior 
Aluminum Products, Dept. AL, P. O. 
Box 1442, Youngstown, Ohio. 
Circle No. 211 on Handy Cover Card 


Two Burner Gas Drop-in Top 


Modern Maid now is available in a 
new super-thin two burner gas top. 
The complete unit is only 3” deep and 
requires no front cutout, either for con- 
trols or for the vent. As a result, valu- 
able drawer space under the counter-top 
is not destroyed. To keep the drawers 
underneath the unit cool, there are two 
complete boxes separated by fiberglass 
insulation. A rim formed around the 
edge of the top keeps spillovers from 
running onto the counter-top. 

Market data. Model GT-16 pictured 
above has a suggested retail price of 
$75. Available now direct from man- 
ufacturer, the unit is primarily an item 
for contractor sale. Tennessee Stove 
Works, Dept. AL, East 14th St., Chatta- 
nooga |, Tenn. 

Circle No. 212 on Handy Cover Card 


Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 
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Drafting Machine Announced 


Called Draftette Senior No. 12, a new 
maximum-sized drafting machine re- 
tains all the features of a smaller model, 
folds like a jackknife to fit into a brief 
case and can be opened to attach to its 
drawing board, a desk or table in sec- 
onds. Draftette Senior is constructed of 


' aluminum, black anodized and features 


Ay 


18-Ply Tires Boost Efficiency 


Fork lifts remounted with 18-ply ny- 
lon pneumatic tires gain extra load-car- 
rying capacity, easier handling and ex- 
tra traction indoors and out, Harmo 
Tire & Rubber Corp. reports. The tires, 
new or recaps of puncture-resistant 
combat tires, have a carrying capacity 
of approximately 16,000 pounds per tire. 
Because of this capacity, a single 18-ply 
tire may be used to replace standard 
duals, giving a better turning radius and 
enabling the truck to work in closer 
quarters, maker says. The 7.50 x 15 tire 
and tube combinations may be easily 
mounted on standard fork lift and hi-lo 
rims, it is said. Harmo Tire & Rubber 
Corp., Dept. AL 1050—18th St., Detroit 
16, Mich. 

Circle No. 213 on Handy Cover Card 


Portable Postforming Jig 


A portable postforming jig has been 
developed by the application engineering 
department of Formica Corp. The unit 
utilizes a new radiused increment heater 
produced by Plastiform, Inc., Houston, 
Tex., which operates on a standard 110 
volt, 15 amp power supply. 

The portable unit is fitted with fold- 
ing legs and a _ removable bending 
frame which make a compact unit easily 
carried to the job by fabricators. De- 
tails of how the unit was built may be 
obtained by writing Formica Corp., Dept. 
AL, 4614 Spring Grove Ave., Cincinnati 
32, Ohio. 


Circle No. 214 on Handy Cover Card 


a new one-piece 6” x 9” interchangeable 
scale with specially processed white 
numerals which cannot rub off. It is 
divided into 16ths or 10/50ths, with a 
360° protractor. The new precision ma- 
chine eliminates work area clutter by 
replacing T-square, rulers, protractor 
and triangles while covering 400 square 
inches of drawing surface. 

Draftette Senior is packaged com- 
pletely assembled and ready to use on 


its lightweight 20” x 26” drawing board. 
Total bing is only 3% pounds and it 
sells for $22.50 or $17 less the board. 


David Miller & Associates, AL, 


Dept. 
Box 572, Beverly Hills, Calif. 
Circle No. 215 on Handy Cover Card 





THE HOME OF 


P.S. 


OAK FLOORING 


IN THE MISSOURI OZARKS 


HERE'S WHAT YOU GET 
WHEN YOU ORDER 


OAK 
FLOORING 


| NOFMA | 


ADGETT 
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The World's Fi mest Oak Flooring! 


Precision millwork-smooth and clean. 
Saves sanding time and labor. 


Unusual color and grain uniformity. 

Blends perfectly with any interior decor. 

Carefully and thoroughly seasoned in modern kilns, 
NOFMA graded. Neatly and securely packaged for pro- 
tection in transport to your yards or jobs. 


Direct van delivery in our own trailers within 600 miles. 
Trailer or split loads delivered at carload prices. 


Investigate how P.S, Oak Flooring con build good will end more business for you. 
Write or phone for particulars. 


MITH FLOORING COMPANY 


Mountain View Mo. Phone 31 


Circle No. 21 on Handy Cover Card 








For Details See New 


new SALES AIDS 
Inquiry Card on Back Cover 





sizes of 3/16” through 34” diameter. 

The rack holds one Colpack 25, two 
Colpack 50s and water-ski ropes, rope 
in small coils or twine items on the top 
shelf. If desired, the small rack holding 
three 9” reels of Columbian nylon or 
polyethylene rope may be displayed on 
the top shelf. Columbian Rope Co., 
Dept. AL, Auburn, N. Y. 

Circle No. 216 on Handy Cover Card 


Molding Pattern Chart 


A colorful molding pattern chart fea- 
turing the WP series western molding 
patterns has been published jointly by 


Makes Rope Selling Easy 
Columbian Rope Co. announces a 
new Colpack rope rack to bring rope 
within easy reach and eliminate loose 
ends of rope draping on the floor. As 
the Colpack rope cartons sit on an an- 
gle on this rack, rope is drawn easily 
through the hand holes in the top of 
the cartons and it can be sold in any 
desired length. Colpack rope in cartons 
is offered in four sizes of approximately 
25, 50, 75 and 100 pounds and comes in 


the Western Pine Assn. and the West 
Coast Lumbermen’s Assn. The chart 
displays more than 200 standard mold- 
ing profiles silhouetted in white against 
a blue background. 

A useful feature of the chart is a “use 
description” for each molding type. 
Some 500 WP molding numbers are 
covered by the chart. Standard dimen- 
sions are included with many of the 
profiles, which are about two-thirds ac- 
tual size. Copies of the blue, black and 
white wall-hanger, 24” x 37” in size, 
may be obtained free of charge by writ- 
ing to Western Pine Assn., Dept. AL, 
510 Yeon Bldg., Portland 4, Ore., or 
West Coast Lumbermen’s Assn., Dept. 
AL, 1410 S. W. Morrison St., Portland, 
Ore. 
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Holds Four Hoods 


A new ventilating range hood display, 
called Hi-Rise, takes only 24” x 36” of 
floor space. Dealers may stock the dis- 
play with any number of hoods desired, 
up to a total of four. 

If floor space is unavailable, a new 
wall unit, which consists of simple 
mounting brackets for a _ single 36” 
hood, allows a hood to be displayed in 
any convenient wall location. 

A colorful display sign showing actual 
samples of Berns Air King hood finishes 
is included with both displays. Berns Air 
King Corp., Dept. AL, 3050 N. Rock- 
well St., Chicago 18. 
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9 ee a 
PENTA TREATED 
POLES AND POSTS 


- no.4L 





the 
IDEAL PLANER 


More and more of your custom- 
ers are asking about treated pole 
frame construction for durable, 
low cost farm buildings. Treated 
Lodgepole Pine from J. Neils is 
the answer to their needs and to 
increased sales for you. J. Neils 
poles are straight, strong, with 
uniform taper. They are selected 
from our own timberlands, and 
treated (penta or creosote) in our 
own plant. Mixed cars can in- 
clude poles with treated or un- 
treated lumber. Free plans and 
erection instructions available. 





A MEDIUM size, wedge-adjusted planer widely used in 
nearly all phases of the woodworking industry. Equipped with 
sectional feed roll, sectional chip breaker and four driven rolls 
which permit planing pieces of varying thickness without danger 
of kick-back. Has built-in knife grinder, variable speed, instanta- 
neous control of lower rolls, instantaneous micrometer control 
of pressure bar, shearing bar and other highly desirable 
advantages. Sturdy, semi-steel cast frame. Capacity: 24”, 26” 
or 30” x 8”. A precision production machine at moderate price. 





Write for descriptive bulletin — No. 54 


BUSS MACHINE WORKS, INC. 


A Subsidiary of Greenlee Bros. & Co., Rockford, Illinois 
238 EIGHTH STREET Ex. 2-2341 HOLLAND, MICHIGAN 
Circle No. 43 on Handy Cover Card 


J. Neils Lumber Company 
Division of St. Regis Paper Co. 





MILL AND TREATING PLANT AT LIBBY, MONTANA 
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Classified 
Advertising 


Terms — Cash With Order 

Minimum Charge $7.50 

Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 

All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN, INC. 


59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 











SALESMEN WANTED 
Aggressive Building Material Dealer in 
fastest growing area in Florida needs ex- 
erienced live wire salesmen. Wonderful 
uture in beautiful climate for the right 
men. Harry D. Stone Bldg. Materials, P. O. 
Drawer 567, Stuart, Florida. 





SALES REPRESENTATIVE 
WANTED 








Manufacturers Representative Wanted 
Manufacturer of quality line door locks, 
bathroom accessories and builders hardware 
selling to retail lumber, building material 
and contract hardware dealers has opénings 
for established commission representatives 
in some choice protected territories. Only 
qualified men with time to Ch to major 
line responsibilities need apply. Address Box 
H-46 American Lumberman and Building 
Products Merchandiser. 





Wanted: Distributors and dealers for insula- 
tion sheeting and roof decking. Holzer In- 
sulation Distributors, 7100 S. 27th St., South 
Milwaukee, Wisconsin. SO 1-0080. 





SALES REPRESENTATIVE 
AVAILABLE 











Sales Representation Available 
Aggressive Distributor selling Wisconsin 
Lumber Yards successfully for twelve years 
seeks major reputable line as manufacturer's 
agent. Can furnish warehouse in Milwaukee. 
ae Box H-39 American Lumberman, 
ne. 





BUSINESS FOR SALE 











FOR SALE: Lumber, Building Material, 
paint and hardware, small Alaska town. 
Grossing average $100,000—2 buildings, good 
inventory, going concern. Excellent uy, 
some financing available. Address Box G-51 
American Lumberman, Inc. 





Retail Lumber and Building Materials in 
Iowa. Top location in a steady growth city. 
Annual sales in excess of $500,000. This 
volume spread over well diversified accounts 
Consistent record of substantial profits. Re- 
cently modernized sales and display room. 
Business in this location for 40 years. Terms 
to responsible parties. Address Box H-4l 
American Lumberman, Inc. 





RETAIL LUMBER YARD MANAGER 

If you have reached a deadend in your 
present job or feel that you would like to 
make a change into a more responsible 
position as District Supervisor in a Line 
Yard operation, reply to this ad, listing your 
qualifications. Address Box H- 44 American 
Lumberman and Building Products Mer- 
chandiser. 





YARD FOREMAN WANTED 
Aggressive Building Material Dealer in 
fastest growing area in Florida needs an 
experienced yard foreman. Harry D. Stone 
Fintke Materials, P. O. Drawer 567, Stuart, 

orida 





SITUATIONS WANTED 








EXECUTIVE 

Credit-Office Manager & Accountant with 
million dollar volume ready mix-block-lum- 
ber-building supply yard interested Treas- 
urer-Controller connection or future. Grad- 
uate accountant, proficient corporate profit 
& cost management. Write Box H-34 Amer- 
ican Lumberman, Inc. 





Present Manager of retail lumber yard de- 
sires position as manufacturers representa- 
tive in Northern Illinois and Southern Wis- 
consin if possible. Address Box H-45 
American Lumberman and Building Prod- 
ucts Merchandiser. 


Lumber Yard For Sale 
Going concern in growing community in 
Western South Dakota. Cash or terms to 
right party. Address Box H-47 American 
Lumberman and Building Products Mer- 
chandiser. 





For Sale: Nebraska Yard. Priced to sell. 
Owner wishes to retire. Address Box H-48 
American Llumberman and Building Prod- 
ucts Merchandiser. 





For Sale: Lumber and Hardware Yard on 
U.S. 41 at Farmersburg, Ind. Owner will 
sell to a responsible party iwth substantial 
cash and terms for balance. D.C. Fulford, 
Box. 155, Farmersburg, Indiana. 





The management stock in a_ successful 
wholesale and jobbing sash, door and mill- 
work corporation, located in the fastest 
growing part of the North Central Area. A 
real opportunity for a capable and ex- 
perienced millwork person or a manufac- 
turer seeking an established jobber outlet. 
Address Box 62, American Lumberman and 
Building Products Merchandiser. 





Near Asheville, North Carolina, Lumber 
Plant Equipment and stock for sale with 
long lease on Real Estate, Dry Kiln, Siding 
and Warehouses suitable for lumber, veneer, 
furniture or oak flooring manufacturing. De- 
tails furnished when interest and ability are 
established. FLETCHER LUMBER COM- 
PANY INC., Fletcher, North Carolina. 
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MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 


Minneapolis 1, Minn. 





RETAIL CATALOGS 
Illustrated, tailored to your operation. 
Write for details. 

The Dingley Press 
Freeport, Maine 


Here’s a Hot Idea 

Along with the Hunt Building Mart, 
the El Paso (Tex.) Herald is sponsor- 
ing a Sizzling Contest, where citizens 
guess the first day this year when the 
temperature will reach 100 degrees. 

Dealer Hunt will give the winner 
a choice of aluminum sun screens, 
sun screening for patio, insect screens 
or aluminum awnings. 

Last year, El Paso sizzled through 
its first day of 100 degree tempera- 
ture on May 27. 


Yard Passes Century Mark 

E. Kent & Co., Clinton, Ill, re- 
cently celebrated its 100th birthday. 
Still owned by members of the same 
family who started the yard in 1859, 
the firm also has remained in the 
same location for a century. 

Senior member of the family part- 
nership and present head of the retail 
yard is Emmett Kent, third genera- 
tion to operate the yard. His sons, 
John and Bill, representing the fourth 
generation, are also associated with 
the firm. 

The firm celebrated its 100th birth- 
day by staging a gala home show in 
the gymnasium of the community 
high school. 


2 Million Homes a Year 

By the end of the 1960s, we'll be 
building over 2 million houses a year 
with an annual dollar value of $100 
billion, according to MacKay-Shields, 
Inc., economic consultants of New 
York City. 

The prediction was made last 
month at a management conference 
of the United States Savings and Loan 
League. 


NEW HOME of Lumbermen's Association 
of Texas in Austin is almost completed. 
It will be occupied about July 1. An open 
house is planned for fall. Costing about 
$125,000, in addition to materials do- 
nated, the building affords a sweeping 
view of the area. 
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DEALER-CONTRACTOR TEAMWORK FOR MUTUAL PROFIT 


Second in a series 


75 Ways To Help Contractor "Partners’ 


Here are 75 things the dealer can do to get the most 
and the best from contractor-cooperation: 

1. Set up and widely advertise a “Home Planning 
and Improvement Center” in your store to which people 
will turn when in need of contractor services. 

2. Provide a separate contractor’s entrance, with 
special facilities, tables, chairs, reference books, etc. A 
large investment is not necessary—contractor convenience 
is the important thing. Provide exclusive contractor 
parking. ; 

3. Continuously advertise and sell contractor services. 
“We recommend reliable contractors” should be a part 
of every company advertisement. 

4. Provide a supply of building lots for them. 

5. Provide jig tables and a unit construction price 
for fabricating of buildings and component parts in the 
yard, when he is not otherwise busy. 

6. Store equipment and tools for him. Provide needed 
tools and rent them. 

7. Provide personalized forms, blanks, letterheads, 
business cards, stationery, for him. 

8. Supply adequate samples, plan books, manufactur- 
er’s literature, and job signs. 

9. Provide price lists to help him with his estimating 
when it is to the company’s benefit to do so. 

10. Set up an adequate and secure construction loan 
plan for jobs requiring progressive payments during con- 
struction. Couple this with an escrow plan for handling 
consumer’s equity funds on the job as well as payments 
from the finance company. 

11. Set up a materials flow schedule from sources of 
supply that meets his needs and reduces his cost. Provide 
prompt, efficient, thoughtful, painstaking service. 

12. Help him with mortgage financing on large jobs 
and with monthly installment financing on smaller jobs. 
Arrange interim financing for his customers, keeping con- 
trol by an interim mortgage. Take time payment notes 
from consumers including his labor and then pay him in 
cash. 

13. Carry his accounts for him which can be reasonably 
protected and profit secured. 

14. Help him develop his own small subdivision. 

15. Pay him a sales commission for his sales work. 

16. Help him understand installment selling. 

17. Add a carrying charge of 1% per month on all his 
past due accounts receivable and show him how to pass 
this charge along to his past due accounts. 

18. Help him with his accounting, liability, tax and 
legal problems. 

19. Help him with his collections during and at com- 
pletion of job so that he gets his money promptly when 
due. 

20. List, advertise and help sell his unsold houses for 
him. 

21. Try to reduce your service costs on his highly com- 


iy contract sales so that you can work out a mutual 
profit. 

22. Help him collect extra pay for services he renders 
which are not part of the original contract. Help him get 
a decent profit. 

23. Have the kind of materials in stock for the kinds 
of jobs in which contractors specialize. 

24. Take pictures of his good jobs and display them in 
the office before and after on remodelling jobs. 

25. Build some “inventory homes” with him. 

26. Set up joint effort to meet pre-fab competition. 

27. Help him with planning and drafting problems 
and write specifications for him. 

28. Work out with him a plan whereby home building 
and improvement prospects are handled and serviced ef- 
ficiently. 

29. Build a model home with him. 

30. Take on an exclusive franchise for a line of pre- 
fabricated homes and work with him in marketing them. 

31. Work with him to schedule his deliveries for 
mutual benefit. Plan sequence loading and delivery. 

32. Help him with his sub-contractors and sub-con- 
tracting. 

33. Conduct periodic educational meetings for con- 
tractor groups. 

34. Provide an exclusive construction system, such as 
Lu-Re-Co. 

35. Continuously study construction cost reduction 
techniques for the benefit of the consumer, the contractor 
and the company. 

36. Set up a one night a week school for consumers 
with contractor cooperation. 

37. Show him that the do-it-yourself program usually 
creates new business for him. 

38. Maintain a card record of contractor partners, 
building mechanics and subcontractors whose services are 
available. 

39. Keep him posted on new products, new ideas and 
new methods. 

40. Hunt for bargains for him. 

41. Back up and guarantee the products supplied to 
him. 

42. Guarantee his workmanship. Add a 3% reserve into 
the selling price of the job when you do so. 

43. Help contractors get a wider acquaintance with 
consumers. 

44. Consider the yard, mill and warehouse employes 
as a permanent “factory” staff and when they are not 
busy with their regular duties, use them as far as possible 
in the production of building packages which the or- 
ganization sells to contractors and consumers. 

45. Acquaint contractors with construction standards 
to bring about uniformity of construction practices and 
save a great deal of everyone’s time in specification 
writing. 
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46. Compile a complete list of every building industry 
factor in the market and seek their patronage aggressively 
by mail at least twice a year after eliminating the names 
of those undesirable to the company. 

47. Fully capitalize upon any selling ability of con- 
tractors and other industry factors who are set up to do a 
package selling job. 

48. Insist on the contractor retaining responsibility for 
material quantities unless paid for the risk specifically. 

49. Keep a complete breakdown of cost on every 
package job so that when a similar job comes along you 
will have a quick start on the correct price structure. 

50. Apply all five methods of handling the mechanics 
who do work of poor quality, yet who may control im- 
portant volume (a) give them the simpler and cheaper 
jobs (b) pay them enough to cover extra pains and insist 
on good work or no pay (c) educate them (d) put them 
to work under the direction of better men and (e) if they 
are crooks, eliminate them from consideration. 

51. Where the contractor partner is handed a profita- 
ble job which the company has sold for him, take time to 
“sell” the idea that reciprocity doesn’t work just one way. 

52. In allocating jobs to contractors, never award a 
job requiring painstaking workmanship to a “wood 
butcher”—nor one that could be knocked together quickly 
to an overly painstaking mechanic. 

53. In placing orders for “outside” materials, insist 
upon adequate compensation for advertising, sales and 


_.. administrative expense. 


54. Study and treat delivery problems objectively and 
scientifically and try to reduce such costs through cor- 
relation, coordination and careful scheduling. Seek the 
advice of materials handling experts. 

55. Assure satisfactory completion of all work before 
countersigning final payments to the contractor. 

56. Prove to the contractor that with the organization 
selling his services for him, he doesn’t have to price so 
competitively on the contracts he sells for himself. 

57. Take every practical safeguard on every import- 
ant job against unforeseen developments that could cause 
contractor losses. 

58. Have a “partner’s” price structure for contractors. 

59. When the contractor makes the sale and brings in 
a material order at consumer prices and the bill is to be 
charged to the consumer, give him the difference be- 
tween the price at which he sold the consumer and his 
“partner’s” buying price in cash as a sales commission. 

60. Keep time available, with reason, for consultation 
with contractor customers. 

61. Secure pre-determined prices from him on end- 
use packages, labor and supervision. 

62. Have some social affairs with him—contacts that 
make the “partnership” grow. Get on a first name basis 
with him. 

63. Be absolutely fair in the allocation of business to 
the different contractors: 


* protect his leads and his trade. 

* cater to his specialty—the jobs he likes to do best 
* protect his profit 

* rotate jobs fairly 

* allocate jobs according to his skill 

64. Advertise heavily (2% of gross sales) the varied 
end-use packages that sell the contractors’ services as 
well as your materials. This brings construction consum- 
“ to you first and provides the leads that control the 
sale. 

65. Use every practical element of control to secure 
sales of contractor services to consumers at a fair net 
profit to him as well as to your company including: 

* get to the consumer first thus controlling leads 
and prospects 

* provide exclusive designs and specifications. Offer 
drafting and architectural services 

* have an exclusive construction system. Have exclu- 
sive franchise for well advertised national brands 

* control first and second mortgage money and 
consumer sales financing 

* assist in financing the job during construction 

* develop exclusive component parts and fabricated 
units 

* organize a supply of suitable building sites 

66. Build proposals and close sales for him. 

67. Protect him from making mistakes and help him 
keep out of trouble. 

68. Become the best customer (source of jobs) for 
dealer-contractor team members. 

69. Build toward the ideal situation—a _ dealer-con- 
tractor big-ticket package marketing team with its dealer 
the merchandising factor, and the contractor the con- 
struction factor. 

70. Secure pre-determined prices from him for labor 
and supervision on all frequently sold end-use packages 
to reduce estimating time and cost. 

71. Keep a running file for him properly indexed on 
all his completed jobs including such papers as contracts, 
specifications, blue prints, cost breakdowns, financing de- 
tails, sub-contract arrangements, etc. When a similar job 
comes along this will save an untold amount of estimating 
time and trouble. 

72. Check annual sales volume with each and every 
contractor once a year. 

73. Adopt a slogan such as: 

“Home Building and Improvement Center” 
“Everything to Build Anything” 
“Headquarters for Building Service” 

“The Building Department Store” 

74, Advertise all the major end-use packages that you 
choose to sell (125 of them sell for $100 or more) such 
as houses, barns, garages, farm buildings, kitchens, roofs, 
wall paneling, extra rooms. 

75. Illustrate the package in advertising and use the 
phrase “As little as so much per month,” also “We 
finance the work and pay your labor for you.” 








Follow Art Hood’s ‘‘Teamwork’’ 
Series in Each Issue of A.L. 


You'll learn / 
the way to... 
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Dealer Sales Contro! 
See Page 7 




















REDUCE delivery costs. 


UNLOAD a LOAD or HALF LOAD at a time 
with an 
R-B ROLL-OFF 
truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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“Have You Overlooked This” 


The following manufacturers were carried 
in the May 11 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more informa- 
tion. 


Abitibi Corporation 356 
Package of materials that explain how 
ou can cash in with Abitibi Wood- 
rain Plateboard available to dealers. 


Aluminum Company of America 309 
Use coupon on cover for facts about an 
Alcoa Merchandising Center. 


poutee-Seadee, Youngstown senate 


Manufacturer shows how snap-on doors 
let you sell 5 kitchen styles from one 
display. Details without obligation. 

American Steel & Wire, Div. of U. S. 
Steel 32 
Nationwide campaign promotes sale of 

Welded Wire Fabric. Special kit includes 

mats, brochures and direct mail pieces. 


Amerock Corp. 
Offers complete information on Drawer 
Slides, urn-A-Shelves and Hide-A- 
Shelves. 


Barclay Mfg. Co., The 
Free counter cards, color streamers and 
stickers available to dealers in Barclay 

and Barclite panels 


Behr-Manning 
For information about a Bear Sandpaper 
Rack for your paint department use 
coupon. 


Bostich 
Find out about s 
deal on Bostic 
hammers. 


Bruce, E. L. 

Leaflets, folders and newspa 
furnished free when you 
Prefinished Floors. Use 
card to obtain details. 


Crestline Co., The 
Free sales, advertising and promotional 
assistance on line of Crestline millwork. 


ial springtime bonus 
tackers and stapling 


r mats are 
andle Bruce 
handy cover 


Cupples Products Corp. 
Many choice territories open to dealers 
= complete line of aluminum win- 
ows. 


Deniston Co., The 365 
Offers nails especially designed for use 
in applying metal roofing. 


Dodge Corp., F. W. 
Offers booklet “Dodge Reports—How To 
Use Them Effectively. 


Georgia-Pacific 
Manufacturer offers wide variety of new 
selling aids on family-proof paneling. 


Inland Steel Products Co. 376 
Fast service on all orders for Milcor Steel 
Access Doors. Price list available. 
Kaiser Aluminum and Chemical Sales, 
Inc. 341 
new Green Diamond-Rib Alumi- 
num Sheet with a 30-year warrenty 
against corrosion. 


Kellogg and Sons, Spencer 346 
Free sales aids offered on Spencer Kel- 
logg's Linseed Oil products. 


Lockwood Hardware Mfg. Co. 
Manufacturer has full line of door hard- 
ware. Use cover card for full informa- 
tion. 


Long Bell Division, 
information on kitchen cabinets, 


doors, windows and Flakewood availa- 
ble to dealers. 


For data on 
products in 
this issue... 


Lufkin Rule Co. .320 
Wall display that packs a complete in- 
ventory of Lufkin rules available. 


Marlite Division of Masonite Corp. ....310 
Manufacturer tells how Marlite goes up 
fast with ordinary carpenter tools. 


Mastro Plastics Corp. 366 
Full details about acoustical tile and wall 
Ep teeaamreed to dealers, builders, archi- 


Maze Co. W. H. 34 
Has full line of nails in new packages. 1, 
5 and 10 lb. boxes available. 


McCloskey Varnish Co. .............+++. 313 

Catalog of all McCloskey natural wood 

finishes and complete information about 
merchandising helps free. 


Be IE OO, oc vescccccdaccsgenctccsmee 

Offers complete line of power hand tools 

in big spring special. Use cover card 
for details. 


Minerva Aluminum Co. ................. 385 

Learn why Minerva Aluminum Doors give 

— more profit. Use the handy cover 
card. 


Monarch Marking System Co., Inc. ..... 388 
Manufacturer offers information on pric- 
ing machine, also sample labels. 


Nu-Trend Aluminum Products Corp. 304 
Offers literature and point of sale display 
for a new combination storm door. 


Orangeburg Mfg. Co. 
Circular SA-44 showing free signs and 
sales aids sent on request. Use handy 
cover card. 


Perma-Side Co. 
Information on Aluminum Awnings, Car- 
port-Patio or Aluminum Siding sent to 
dealers. 


Pickering Lumber Corp. 382 
Offers colorful brochure telling full story 
of Pickering Quality Lumber. 


Pittsburgh Plate Glass Co. ............+.. 311 
For details about special Sun-Proof pro- 
motion use handy coupon on back cover. 


Preway, Inc. 3 
Manufacturer offers complete line of 
built-in kitchen appliances. 


Republic Steel Corp., Truscon Div. 357 
For facts on Truscon’s new economy line 
of metal building products use the han- 

dy cover card. 


Richards-Wilcox Mfg. Co. 
Offers catalog on Track and Hangers 
..ideal for sliding doors on garages, 
barns, industrial and commercial build- 
ings. 


Roddis Plywood Corp. 333 
Complete details on Craftwall Wood Pan- 
eling available to dealers. 


Rubberset Co., The 
Manufacturer offers trio of free display 
deals to boost paint brush sales. 


Samuel Stamping and Enameling Co. 363 
Complete information on gas and elec- 
tric built-in ranges available. 


Simpson Redwood 
Free information available on Doors, 
wood, Acoustical and Insulating Board 
and Plywood. 


Skil Corporation 
Get information on the new Skil 
line. . . . the power tool success story 
of the year. 


Southern Screw Co. .........ssseccees .379 

Ask for package price list showing why 

this line of screws is really going 
places. 


See and Use Handy Cover Card 


Swingline Inc. ..... .302 
New automatic ‘staple "dispenser * offered 
for counter or to hang on wall. 


Tamms Industries .350 
Details, — and promotion materials 
available on profitable paint line. 


Tennessee Stove Works ..............- .348 

Specifications and descriptive literature 

offered by makers of Modern Maid 
electric ovens. 


Universal Atlas Cement, Div. of U. S. 

Steel 316 

For your copy of “Build Better Mason- 
use the coupon on back cover. 


Wood Products Co. ~ 
Manufacturer offers Rustic Wood Fences 
as a profitable sideline. Get full details. 


Yale & Towne Mfg. Co., The 345 

Yale Ceramic Interior Locksets available 

in 77 shades. A luxury item for the 
mass builder. 


Zonolite Co. ’ 
Offers complete insulation line. Free new 
sales aids. 


ADVERTISERS’ INDEX 


Acme Steel Co. 
Allied Chemical Corp. 

DEES TINTS oc 5 cs 5b 00 bb syc pee ones 27 
American Sisalkraft Corp. 8 
Andersen Corporation 
Appalachian Hardwoods 
Archer-Daniels-Midland Co. 4 
SN Ce OR. oss) cect wdiawekes 13-15 


Barrett Division, 

Allied Chemical og sed eeee is vibe pH 
Buss Machine Works, Inc. .............. 
Campbell-Hausfeld Co., The 
Certain-teed Products Corp. 

Cherry River Boom & Lbr. Co. 
Cleveland Steel Specialty Co., Inc. 


Douglas Fir Plywood Assn. ........... 50-51 
Formica Corporation, 
Sub. of Cyanamid 


Georgia-Pacific 


Hamer Lbr. Sales, Inc. 
Homasote Company 


Independent Lock Co. 
Inland Steel Products Co. 
Insular Lbr. Sales Corp. 
Insulite Div., 

Minnesota & Ontario Paper Co. 


Johns-Manville 
Kellogg and Sons, Inc., 


Leigh Building Products, 
Div. of Air Control Products, Inc. 


Masonite Corporation 
Menominee Indian Mills 
Minnesota Mining and Mfg. Co. 
Miracle Adhesives Corp. 
Multiplex Display Fixture Co. 


National Maeureetering Co. 
Neils Lbr. ne 2 


Canes, Ween Preserving Co. of 
America, Inc. 


Pacific Mutual Door Co. 
Padgett-Smith Flooring Co. 


R-B Co., The 
Ridge Tool Co., The 


Safe Padlock & Hardware Co. 
Smith Chemical Works, Inc., George B. . 
Sterling Corp., John 


Tarter, Webster & Johnson, Inc. 
Tek-Bilt 

Textron Metals Co. 

U. S. Aluminum Siding Corp. 
Weiser Company 

White Instrument Co., 

Williams Co., The 
Wood-Mosaic Corp. 
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° er oOR Ss : . . ° a ath 
Builders save, you sell more OSes high-profit Georgia-Pacific 


Factory-Sealed Bevel Siding. G-P special immersion-sealing process eliminates 


> 
eI Se ‘ 
Ne paerrle * Paint or 


“gore 


stain finish-coats flow on faster, cover better, last longer. New plastic-coated, 


POE SS . , 
heat-sealed package NO * cuts handling time and damage loss! 


on-the-job priming — saves up to $40. per M feet! N 
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IF YOU 
WERE THE 
CUSTOMER 


Which package would you choose? 


... NATIONAL’S VISUAL PAC LINE DEMANDS ATTENTION... SELLS ON SIGHT 


Smart hardware merchandisers know that color helps sell. Do-it-your- 

selfers are impulse buyers . . . they like self-service displays where they WRITE FOR 
can choose visually what they need. National’s VISUAL PAC hardware FREE CATALOG 
. : TODAY 

is packaged in strong, transparent polyethylene bags—there’s no guessing 

what’s inside. For faster turnover with a minimum of floor space, in- 

vestigate the profit-possibilities of VISUAL PAC hardware. 


NATIONAL MANUFACTURING CO. 
11905 First Ave. Sterling, Illinois 
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